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SPONS 




Helps ESSO Dealers Turn Prospects into 
ustomers../', says McConn-Erickson's Sy Goldis 



In the picture above, Sy Goldis, Broadcast Supervisor of 
IcCann-Ericksoii. discusses the breadth, scope and buyini* 
power of the ustoundinj* $2% Billion WSMpire with 
Ed Whitley of John Blair and Company. 

L^cordiaa to Sy, "WSM helps ESSO dealers turn prospects 
:ito customers in the Central South." His contention that 
it is **impossible to cover the South without WSM" 
xplains why McCnnn-h>ickson beams three daily editions 
f your ESSO Reporter, six days weekly, to the WSMpire. 

Want to turn the millions of prospects in America s 13th 
lari^est radio market into your customers? It's simple. 

See Bob Cooper or any Blair Man. 



WSM 

Radio 

Key to America's 
13th Radio Market 

50,000 Wafts • Clear Channel 
Blair Represented 
Bob Cooper, Gen. Mgr. 
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When KSTP-TV 
says ' go out 
and buy it" . . . 



people go out 
and buy it! 





100,000 
WATTS 




Represented by Edward Retry & Co., Inc. 



SILENT SERVICE I climbed out uf its CNl* cradle two years ago, and hasn't stopped climbing since. I'aking 
all of its Top-25-Market ratings, SILENT SERVICERS latest ARR average is up ^V' over the series' initial 
average. ■ DANGER IS MY BUSINESS premiered last Ju^ it ARB nmc tklkvision films a oivision ok 

average among the Top 25 Markets: up 16':< over its first rating average! 
■ FLIGHT, CNP's newest, only dates back to this past October. Latest 
ARB average among the Top 25 Markets: np over its first rating 

average ! H The longer CNP shows are on the air, the more people like them, califohnia national i>K()t)U('TioNs. inc 



NMC TKLKVISION FILMS A OIVISION OK 

CNP 



Editor and Publisher 

Norman R. Glenn 



/;>/. 11 \o. 14 • 4> April 1959 



THt WttKLY MAGA/INC TV/RADIO ADVERTISERS USt 



DIGEST OF ARTICLES 

Spot: media's paperwork jungle 

31 iiK»>.t roiiiplicatcd, liiiif-poii-iiininji mrdinni to l>ii\\ spot all hnl d<'- 

f<'ats it^ (tun sales point nf llrxihilil) . How do Inivr* \u'\\ tlir situation? 

What an account man should know about air media 

34* ^ P- a* rtuinl siiporvisor, l .ro IvosenlKT^i: of r*>olr, (^)n(' & 1 »(dding 

runditun *»n wliat larjic, >inall af;rn**\ a.<\\ nerd l*^ know about t\ radio 

New life for radio's "dead" hours 

36 l*o^l niidni^Iit radio (alivnidy a pioicn nn-diiiiiO has fiotton now 

iniix'lii^ fioiii dirrot mail tn>t inrr(*a-r:-. II(rrcV liow t*> ^-rll after niidni<:1it 

New light on video's summer dip 

38 ^fiii^'' popular notions iiro honnd to ]»e rxplodc*! l>y lat(r^t XieLcn >tiidy. 
^lIo^v.' uerklv oinii*^ ainlicnc*^ in *nnnnrr only \* '< midcr uintcr level 

ANPA study shot full of holes 

41 liiircau of A(J\ertisinK claims spot radio roadio small part of potr'ntial. 
Il-K irs(\ir( li diicrtor coiintcr-i uitli .-^iniilai rliarjic alxtnt newspaper ad? 

The Thinker: P.R. variety 

4*2 ?=PON*^OR Spoofs the onrront tv piofrrani furor with an exchange Ix'twcfMi 
:i^'< IK \ president and InV pid)lio n lation> fnin (d \\ inkon, Idinkeii & Nod 

Easy reference "avail" sheet 

44 M»^^ >P<'t Sale« refashions it« availaliilitles form to iuelude eomplcte 
profirani information. co\era<;e maps, even information ahoiit packaj;es 

How to get mileage out of a tv mistake 

44 Hashy, e\i>en*iive remotes seemed a -iond way to nio\e uiei( handi'-e t*t 
ihis aitidiaiK *• dealer until he found a st* adier, in(»rc efTicient way to d*» it 

SPONSOR ASKS: What was your reaction to the NAB 
convention? 

SO Willi nmre niemher si at ions than t\or hefore broiipht tojiclhor at the 
N.\n r(>^^enlioll. station [leoph reporl vvlial tlioy feel was aeeoinplished 
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AND 



SHOW 



Running 
Rings 
Around 
AU 

Competition ! 



ALREADY SOLD IN 96 MARKETS... 

FOR FULL DETAILS ON THESE 239 ^ ROLUCKING HALF-HOURS... CALL 



TELEVISION SUBSIDIARY OF COLUMBIA PICTURES 

NEwvoMK • Drmon* • cHtcAeo • Houston • hoclvwood • atunta • Toronto 



Selling 
for: 

•S ft W FINE FOODS 

• RIVAL OOG FOODS 

• NUCOA' MARGARINE 

• HOUSEHOLD FINANCE CORP. 
•ST. JOSEPHS ASPIRIN 

• LESTOIL 

• 4-WAY COLD TABLETS... 
and many otiwr 

blue cMp advertfseri. 
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summer^radio goes where 




the family goes 




People do take vacations, anc 
Radio goes along. 

That's why SPOT RADIO is so nec- 
essary in your summer media plans. 

Reach people-wherever they are 
at home or on vacation -with SPOl 
RADIO. 



SPONSORED BY MEMBER FIRMS OF 




Avery-Knodel Inc. — John Blair & Company — Br^^^"" >^ "^'^^e S?'p' 
Thomas F, Clark Co. Inc, Harrv E. CuTim ngs ~— Robert E ^ ^' M 

H-R Representatives Inc. - The Katz Agency Inc. — V'. G.','- ^n. 
The Meeker Company Inc. Art Voore Associates Inc — R^; >c 
Peters, Gri*fin Woodward. Inr - V» '.i-t 
Radio-TV Representatives Inc. — Weed Rad-o Corp^'l3^ 'H - > m. 



Raleigh-Durham 
the Nation's 




Radio Market 

has Greater 

RETAIL 
SALES 

than the 10th 
Metropolitan 
Market 




28th Radio Market - WPTF 
$2,545,732,000 

28th Metropolitan Market 
$816,675,000 

10th Metropolitan Market 
$2,503,361,000 



NATION'S 
28lh RADIO 
MARKET I 



50,000 WATTS 680 KC 

NBC ylTfofe /or Pa'fjah-Dy/^om 

R H. Moson, Gcncro) Monogcr 
Gui Youngsicodi, Sales Monogcr 



PETERS, CRIf fIN, WOODWARD, INC, 



ai work 




Dorothy B. Staff, L<Miucn \ Nowcll. Ln> Vnuclo. k\*U thai buying 
is ;i process of \\oi<:hini: inaii\ factors, rallicr tlian |)lacing inipor* 
laiico, sa\, on iatinj:> t»r programing a> >ncli. ''Oiue it has been 
decided \\lu»ui llie ad\(Mti>(*r wanls to reach." Doroihy says. 'Mlie 
l)uver nnist shid\ C()>t. lime, ratings, programing, peisonahtie.^ and 
stalion h))ah}. ll is th(* over-all 
pictnr(* thai coimls, antl this means 
wtMghing each e o n > i d r a I io n 
against the olhers." I )or(»thy re- 
c(Mitly had to decide ln^tween a 
lop-ratetl indi'jxMuhMit >tation antl 
a much lo\ver-ial(Ml one in a mar- 
ket. U) itself, the top-raled station 
seemed Wkr an e\cell(Mit hu) . hul 
\N hen rales \n (Mc c()inj)ar(Ml. 
f(dl that its greater total andieiice 
did not ju>tif\ the hny. In addi- 
tion, the smaller indejiendent 
halaneed itself ont with the t\i)e of programing which she thought 
created a strongtM- listenei -lo\ alt\ . " Ml factors," Dorothy says, 
"shouhl l»e considered in relation to tht* others. To make any single 
one a prini(* consideration is to distort \onr total j)ers|)ective.'' 



Jeff Fine, l)ohert\. Clifford. Sttvrs Shenfiehl. Aeu York, points 
ont that when comptMition. ad(liti(»nal mtniey or other factors necessi- 
tate planning a fast cani|»algn. strt^amlining hasic huying i)rocedure 
can fa(Mlitat(* (piick and elfcctivt* ("\eention. "l-'irsi." Jelf sa\s. "he- 
fore even phoning the reps, the media de]>artment should pre|»are a 

(•tunj)lc4e list of markets it jdans to 
list* as \\(*11 ns stations most likely 
to he j>nrchase(l. Second, cnt ont 
as much mark(i data and rating 
references a< y»n can. and get 
)(mr a\ ailaltilities over the phone. 
Third, tell the reps how much 
nu»n(*v Non'i'c going to sjtend in 
each market and prohable alloca- 
tions. Fourth, stnt(* \ our adver- 
tising ohjeeti\es to the rep. If 
\on're going in fast against stilT 
competition. for (*\aniplc, it s 
hrtlci to tell the reps fi ankl\ what > ou're after than ll(nm<K'r 
artnnid in a nioinent of euie rgenc\ , Fifth, the more latitutlc > on give 
the icps the better. There's no time to (piihhl** old maidishh about 
time segments, so make ihem as llexiblc as possible without missing 
tht* client'- tariiet. These proec<hues shouhl get \ on mo\ing fast."' 




seoNSOit 



1 APlttL 1939 




who pack a 




OICK COVINGTON 




Some radio stations call them 
announcers. At WITH, we call 
them personalities. The 
difference? First, experience — 

110 years of it, and most 
of it on WITH. Second, 
approach — these men manage to 
put personal selling into 
even a transcribed commercial. 
Thii*d, popularity — each has 
his own big band of fans 
that multiply during our 

24-hour broadcast day. 
The result? PRO-fitable 
PRO-motion of your PRO-duct! 




JACK GALE 



MAURY MAGILL 





Tom Tinsley, Pres, 



Radio Baltimore 



R. C. Embry, \ ice Pre^. 



National Representatives: Select Station Representatives in New York, Philadelphia, Baltimore, Washington 
Clarke Brown Co. in Dallas, Houston, Denver, Atlanta, New Orleans McGavreo-Quinn in Chicago, Detroit and West Coast 

Ohio Stations Representatives in the state of Ohio 
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BUYING 
DETROIT AND 
SOUTHEAST 
MICHIGAN? 




WXYZTV 



YOUR BEST BUY 
IN MICHIGAN 
IS NOW A BETTER 
BUY THAN EVER! 

NEW 

TOWER! I 

tallest TV tower in south- ^ 
east Michigan 

NEW 

POWER! 

blanketing an even larger ^ 
area with a powerful signal 

NEW 

AUDIENCE! 

wxyz-tv adds new viewers 
running into the hundreds 
of thousands 

NEW 

COVERAGE! 

wxyz adds scores of sub- 
urbs, towns and cities 




viewers to its coverdge area I 
people, betterl 




BROADCAST HOUSE 10 MJi^ ond North 
wrifcfD, 14 miJoi norfhv.r^ < of t^nirol Detroit 



NEWSMAKER 
of the week 



For 31 yrars^ ihr Don Lrr \ptivork iias operated on the \l est 
roast as a distinguished pro*irani source fostering such tai* 
enl as Pat IT earer, Horace iieidt, Kay Thompson, T/iis past 
week it icos hout^ht hy AUC. ivhicli plans to retain Don i^ee 
pro'f^ratns to serve current affiliates and heckon to new ones. 

The newsmaker: Kdwiird J. I)oOa\, v.]). in cliarge of 

Ivadio iielu(»rk, si*:n*Ml his loiig-liine ln>])** into reality in nego- 
tiations (for an undisclct^ed. re])orte{li\ token >uni) \\ itli J(din Poore, 
\,]>. of KKO-Teleradio I'ieture^. Ine. \1U] I>ou^lit: six 15-nniiute 
ne\\s(\i>ts dail\ : tak{*-o\er <:ontra<*t> on tlie >old-out news slious: time 
clearanee on 31 IJon l.ee ^tiition>. \I5CV reason f(»r l>u)in<:: ex])and 
]*r«>gjani >ervi(;e t<* it> W e>tern >tations. attraet neu afTiliates. Don 
LtH'V reason f<»r >ellln*i: adhere t<t a l?ooz, Alh^i. llannlton edict to 
di>|K)>e of tile deelinin*: • ])rorit 
l>r(H>ert\. I It still <t\\n> former key 
netuttrk >ttitions KllJ. Ln> An- 
ii(de^. and Kl'l^l^. Sun l^'raiiei^ect. I 
Th(* transfer. elTeetixe 26 Aprik 
marks the e\\i\ of ra<h'o*> <»hlest 
iWli\\ and kar«re>t re^nonal net- 
work. \ iun\' ]>rohh'ni: >liow> nun 
he (lispuled in ei<ilit majttr mar- 
kets. sa}s i)e(ira} , where Don Lee 
>tati(»iis w (jn t want to relin(|uisli 
to \1>(] outh't>. lUit, "our fir-t 
oldifratioii i> t(» our afliliate^. 

1 Ills mean> tlie sh«M\> at eon- 
\.|». of l{K()-T<d(Ma(h'(» l*ietur(^s. Inc. 




\\\C l>on*ilit: six lo-miniite 



traets' <Mid nndonl>te{ll\ uill ao to \l>(^ stations, witli tlie ndwovk 
tlins slrengthiMiinfr it> sal<^> and (•(►\eraiie ]M»sitioii. 

iMniiiht the ]ia( ka<:e to >er\e ^tatio^ls a> \\ell a> client>. -a\s 
DeCfrax. \\arit t<t ro\er a> nmeli of the I . S. as possil>le. and 

we want to Ih-ne >plit liruMips whieli eheiit> xM^k in tin* WV^t. ' lie 
and his --talT will «hM(do]> >]>(Mial ^eetional ^ale^ |>aeka<>:es within the 
next oO to (>(i dax-*. The meehaiiio of pr«»,araining and o|)erations 
will he ahsorhed \n Paeiiie (loa^t lladio network. 

salesmen will ah<> ^{*11 1 nteimoiintain Network time |>(Mil)d^ 
a^ 11 -stations in the eliain nHiliate^l with \1>(! earlier thi> month. 
>pe{'d\ (*x]>an^i«ni in eo\<'raiir and afiiiiation is exp<H*ted to he h\ p(»ed 
<'\en more wIkmi MU* ieport<Mll\ will aliizn with th«^ Vri/cnia NetA\ork. 

W ith th^'^^e iiio\(*^. l)(^(»ra\ i> hriiiiiinu into full cirele the e\]>eri- 
cnee he's ae(|nir(Nl in hroadra>tiriir. lie ^tartetl in the aeeountini: 
department at i.\\> in l*)l(*. has ^\\\cv m(»\<'d to -station nianaiienieiit. 
'-pot. eo-op and special proizram sah*^. lie joiiuNl \\\C, Radio station 
relatiorr- in I'^.'t.') and wa> (^leeted a \ pre>Hleiit in lO.')?. ^ 
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WXYZ-TV 

CHANNEL V 
DKTRoiT 'ABC m 

R«frM«nltd NaHanally by HAIR-TV 




ANOTHER SURE THING 

FROM ITC 

NOW COMING YOUR WAY 



W J 

i 







The famous ^ *X Already signed up for a FIFTH year 

on NBC-TV by General Foods Corporation and 
The Borden Company, through Benton & Bowles, Inc., 
now available as Brave Stallion for your 
profitable sponsorship. 

The adventure series about a black stallion that . . . 

lassoes a whopping 64.1% average share of 
audience (Nielsen, July-Dec, 1958) at a 
$1.70 Cost Per Thousand (Jan.-Dec, 1958) 

ropes off an impressive 17.8 rating (Nielsen 
4-Season Average, Oct., '55 through Jan., '59) 
on NBC-TV, Saturdays, 11-11:30 A. M. 

BRAVE STALLION will corral a loyal all-family 
audience in your market . . . available right now! 
For a sure thing , wire or phone PLaza 5-2100 
collect. 



INDEPENDENT 
TELEVISION 
CORPORATION 




NEW SIXTH STREET EXPRESSWAY 

symbolizes Kansas City's dramatic 
half billion dollar downtown redevel- 
opment program which has attracted 
national attention. 

KCMO-TV: Basic CBS TV. Channel 5. 

Photo: Sol Studna 




Everything's up to date in Kansas City 




From the downtown renaissance to the suburban 
building boom, Kansas City races into the future. 
And — KCMO-TV keeps the city in touch with the 
pulse of the present and spirit of tomorrow. Out- 
standing CBS programming, award-winning news, 
community service. 




KANSAS CITY 

SYRACUSE 

PHOENIX 

OMAHA 

TULSA 



KCMO 

WHEN 

KPHO 

WOW 

KRMG 



KCMO-TV 
WH EN-TV 
KPHO-TV 
WOWTV John 



This is why more people here watch KCMO-TV 
(say ARB and Nielsen) than any other station. 
Why sales are up to date in K. C. when you ad- 
vertise on KCMO-TV, We broadcast at maximum 
power from the world's tallest selfsupported 
tower — Kansas City's electronic landmark. 




/ 



The Katz Agency 
The Katz Agency 
The Katz Agency 
Blair & Co. — Blair-TV 
John Blair & Co. 



Kansas City, Missouri 

Joe Hartcnbowcr* General Mfir 
Sid Tremble. Sljtion Mfir. 



Represented nationally by Katz agen 

Mereilth Stations Are Affiliated w! 
BETTER HOMES and GARDENS and SU, 
CESSFUL FARMING Magazines. 



\/()s! sif^n/ficfrn! artfl radio 

nrn s of the Keek with interpretation 

in depth for hnsr readers 
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If llion^'s a Mii\c round of spol r;il<" iiK*ri*as<*s l)y iv Mtations iIiih full, llie evenl 
Moii'l floor a*;<Mioy media direolors: They're more or le?5 prepared for it. 

Buyers can expect a*:ilalion for liikes parlieiilarly from A15C T\'^ afrilial<s«^ in a 
Muniber of the major markets. 

A rep. who has a batch of ABC TV station^ on his list, told SPOXSOB-SCOPK this week: 
^^Tlie lineup ABC lias set for llie fall is (wpeeled hy the afiiliales lo till the share 
of audience more in their favor; they feel this should he reflected in hi*rher rates/' 

Says another rep: "Increased rates are logical and inevitable. Stations in the top 
markets are approaching a sold-out situation in the fall, while the present ratecards 
— dnc in large measure to last year's recession — are loaded with packages that make the 
cost of a spot almost equal to radio." 

(For a sumup of the network rate situation, see 28 March SPOXSOR-SCOPR."* 



Here's a tip-oflf on the increasing lightness of the tv spot silnatioii: An agency 
that only recently pnt itself on the record as inilitautly opposed to triph^-spotliug wa« 
in the process of making huys this week in triple-spotted situations. 

The agency's media director, when asked how he reconciled such schizophrenia, said: 
*^Our oulv other choice would he to turn tlx* luonev hack to the client." 



Nestle is pulling out of nighttime network tv eomplct(dy and confining its air 
media activities to tv network daytime plus spot tv and radio. 
The company's ad Imdget vims around §20 million. 

Tl)e difTerenee h<*tw<MMi winter and siii)iiii(*r viewing is almost iicgligihle, a 

study on the subject just released by IVielseu shows. 

Id terms of cumulative weekly audience the margin is hut i^c* 
(For details of this study, see page 36.) 



IVeeco, which i)ses no other luedium hut spot tv, will donhle its ln)dg<*t and 
expand its distrihutiou through to the West Coast this week (via La Roche). 

The new market lineup will include Detroit, Chicago. L.A., and San Francisco. 
Buying weight: 200 rating points a week. 

Just a couple of years ago Xccco confined its distribution to the Xorthca^t section of 
the nation. 



1 he hig turning point for AI5C TV umpiolioiiahly lias occurnMl: It will lia\e 
lli<» hulk of I\^G's network hIIsi)les^ this fall, wtih XBC TV and CBS TV the losers. 

P&G will have at least eight shows going on the networks next season, and there's a 
good chance of a ninth. ABC will have at least five of them. 

Already s<*l on ABC arc all of the Heal .McCoys and Robert Taylor's Captain of 
Oetcetives (10 p,m. Friday), and half each of \Vyalt Earp and the Hifleniau. A pro«pe<-- 
ti\<* added starter: Half of the Alaska)!^. 
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SPONSOR-SCOPE continued 



They really eoine haek to the same a*;eney: ids happened in the ease of Chase 
Sanhorn and J. Waller Thompson. 

The return of the account to JWT takes elTect 1 July. The hillings amount to S8 million. 
The losing agency is Compton. 

The upgrading to Mhieh Lever is giving its iv network linenp next fall has a 
bigger objective than just cost-per-thousand: It wants to wind up with four or five shows 
in the lop 10. 

Another clue to that Jaek Benny-George Gohel allernaling huy: The strong urge 
among Lever's advertising top level is for inlegraled eoniniereials — using ihe star to do 
at least the lead-in. 



Take a look at the new wonders eoniing in the food field: 

• \^Tiat could turn out to be as gigantic a break-through for foods as the nicotine filter 
was for cigarettes is a variety of eating fats and oils that conlaiu a niiuininui of 
eholesleroL 

Marketing men expect this revolutionary development to hit the market — to the tune of 
large advertising budgets — within the next two or three years. 

• Another break-through anticipated in the food field is a germ stabilizer that will keep 
milk ])erpetually fresh. 

• Incidentally, look for the refrigerator field to introduee a contraption with 
both heating and cooling units to keep food warm as well as eold. 



As the new tv buying season unrolls, you hear talk among ageiicies ahoiil escaping 
youth-control of the dial by not buying network before 8:30 p.in. on weekdays. 

As an important sidelight on this attitude it's interesting to note that (1) the young 
htill account for 36% of the audience at 8:30-9 p.m. and 30% at 9-9:30 p.m.; (2) w^hile 
the adult audience increases as the evening wxars on, the increase is neither spectacular 
nor big enough to compensate for the loss of the younger set. 

Here's an average audience composition based on the November-December 1958 NTl by 
half-hours in the evening; Mondav throu^rh Fridav: 



NATIONAL 


SETS 


VIEWERS 


MILLION 


PCT. 


PCT. 


TEENS 


CHILDREN 


PERIOD 


IN USE 


PER HOME 


VIEWERS 


MEN 


WOM EN 


(11-18) 


(4-10) 


7:30-8 


53.0 


2.6 


62.205 


27^ 


33% 


12^; 


28% 










(16.7951* 


(20,528) 


(7.465) 


(17,417) 


8.8:30 


59.6 


2.6 


67,408 


28» 


34 


12 


26 










f 18.871) 


(22,919) 


(8,,089) 


(17,526) 


8:30-9 


63.0 


2.5 


68,513 


29 


35 


12 


24 










(19,869) 


(23.979) 


(8,222) 


(16,443) 


9-9:30 


63.9 


2.1 


67,178 


32 


38 


12 


18 










(21.593) 


(26.642) 


(8.097) 


(12.146) 


*):30-l() 


63.0 


2.1. 


65,772 


33 


40 


12 


15 










(21.705) 


(26.309) 


(7.r,92) 


(9,r»66) 


10-10:30 


59.0 


2.2 


56,463 


36 


43 


10 


U 










(20.327) 


(24.279) 


(.5.646) 


(6,211) 


10:30-11 


52.3 


2.2 


50.052 


37 




9 


'lO 










(18,519) 


(22.033) 


(4.505) 


(5,005) 
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SPONSOR-SCOPE comniu:ci 

Tills iiiiiy turn out to lie :i key wook for ?s\M] TV: U has a miirilxM of HuhsUiiitiiil 
<IoaIs cookiiijj both in Detroit and Now ^'ork. Sornc of the drvclopnicnt'^ : 

• JW'^T is looking at Iioiir |)(»rio<ls on NlU] in ^vllirll to spot Ford's wrokly cvjxmi* 
sivi' i'xtrava*:aiizas (prcvioiij;ly il had hcru talking to CHS T\ K 

• Arthur .Murray (l.orillard) ami Jolniny Slarrato (K. J. KcMiolds) \\\\\ hv 
srliodiiled this fall hark-tod>ark Tuesday nights. Note thai !)ot!i sponsors iirv rij:a- 
rottos, indicating that the ti adilional prot<»rlion is showing signs of ri ii iid)ling still 
11101*0, Of course, it ^vill he a major-minor arrangement for the two advertisers; hut never- 
theless the pair ^vill he side hy side, 

• IVHC is ofToriiig the now 7:30-8:30 ]>.iii. notion slio\vs on tlio haj-is of 20-iiiiiint<* 
units, which means that area ^vill prohahly he h>aded ^\*ith minute partieipations. 

Es8o*8 Flit, a spot poronniaK is turning to not\M>i*k tv this season. 
Via McCann-Erickson it ^vill sponsor, starting 1 June, altoriiato ^vooks of the l)a\id 
Nivon show and Cimmaron City on NRC over 12 ^veeks. 

It's the first rear the insecticide has liad national distrihutioii. 



(]BS TV has yot to round i)ut its plans for hutiog alliliatos Iki\o \\My oiu'-ininnt** 
spots in tlio first 20 niinutos of the programs that ^\'ill he slotted in the 7:30.o:30 span 
Tuesday and Wednesday this fall. (Tho stations ooiild s<dl those on their own.) 

The move ^vould be a partial reward for gi^ iiig up tiiiu* (the 7:30-8 period) ^\hieli 
is not part of the net^vork option structure. It will he the fust time that CHS TV has done 
any co-oping at night. 

Compensation to CBS for the 20 ininnles: a third of tin* program's eost. 



MeCann-Eriekson this Meek Mas htill trying to dispose of half of next seasonV 
X^Vstinghouse-Desilu series, Buiek and Colgate, which are with the same ngenev. are 
among those being approaelied. 

Incidentally. Westinghouse has elert<Ml not to eonipel** ^^illl Ste\<» MUmi in hi^ 
new Monday 10-11 p.m. iiiehe; it will house the Desilii slio\^ in the I'rida} 9-10 p.m. 
segment starting this fall. 

Noreico already has aligned itself with Allen for the fall for at lea^t 12 ^\eek-. 

Note re Colgate: It's looking with favor on sponsoring all of l*err\ Mason. 

In light of the prospect of t^%iee as many speeials next season as during this one 
you may be ^sondering ^vllat the net^vorks ronsi<lrr to he the saturation point for 
that type of programing fare. 

The ans^ver you'll likely get if yon ask the net^vorks is this: 
• When the re^larly scheduled advertis<»rs feel that the pre-eniptions for spe- 
eials runs eounter to the effieieiit eontiiiuity of their air preseiiee. 

Of course, there's no flat rule as to ho^\' the individual advertiser will react. There are 
ipiite a iow mIio Meleoine the opportunity to take an occasional vacation from their 
niche — especially if the pre-empted period matches a slow portion of the selling >en-on for 
their product. 

In other words, the iiet\%orks Iia\e to play their speeials tnne !>y <*ar. 



Sehwerin has just diseovered that specials are greatly in favoi* with ^ ie^^el•**. 

The findings: Specials did "about 50% I>etter than the a^erage of all half-hour 
weekly non-draniatie shows in gaining increased viewer approval of the sponsor. ' l^ven. 
as Schwerin put it. "if they are turkevs.*' 

.Most-liked speeials, in order: d) Draiuatie, (2) innsieal. ('A) doeuineiitary. 
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SPONSOR-SCOPE continued 



The daytime tv tide in January was strong enough to give hillings for the three 
networks a collective 5% edge over last year. Daytime vas up 21.4%, whereas gross 
sales for nighttime were down 2%. 

The billings for this January, as compiled hy LNA-BAR and released by TvB: 
ABC TV, $10,647,078. up 16.1%; CBS TV, $22,129,248, up 0.2%; NBC TV, $19,- 
299,858, up 5.2^r. Total: S52.076.179. 

S]ion8<ir retention of network tv shows gets weaker each season. 
Between March 1957 and March 1959, only 28 shows have held on to the same 
npouAor. 

Incidentally, eight of the 28 shows are either due to go off the air at the end of 

tliis season or switch to entirely new sponsor.^liip for next season, 

I'liat two-week Chiquita hanana schedule which United Fruit started last i\Ion» 
day on CBS and NBC Radio was actually placed hy BBDO on the previous Friday. 

The agency figurerl that there's a record somewhere since it took hut two hours to 
firm iij) the deal (including spot radio in eight markets). 

Billings entailed in the crash ])rogram: S60.0()0. Estimated listeners a week be- 
tween the two networks: 50 million. 

The hattle to keej) the Pentagon and others from nuclging tv out of its present 
spectrum positions was heightened this w^eek with the filing by the Assn. of Maximum 
Service Telecasters of a 41-page statement with the FCC. 

Highlight of the statement ^vas a five-point platform outlining AMST's attitude on tv 
allocations. 

(For details see WASHINGTON WEFK, page 57; watch for article in 11 April issue.) 

Whatever might he said ahont P&G as an advertiser, there's this finite significant 
tiling about the giant: It ojierates from a definite set of standards. 

The chief motivation may be circulation, cost-pcr, or cut-oil points for network shows, 
hut it's still a set of standards. 

Unlike other massive tv users, w^ho ean't make up their minds whether they want circu- 
lation, identification, or integrated commercials, or whatever set of values. P&C leaves little 
room for donht or confusion among tlios^e attached to its tv spending enijjire. 

Toiletries uiannfarturerH are watching with much interest the response that 
Hupf^rmarket operators make to a new-fangle<l idea being preached to them by Bomc 
merchandising experts from Madison Avenue. 

The doctrine: Integrate the toiletries vd\h related items instead of hunching them 
all together on the drug rack. Thus, for instance, cleansing creams would be grouped 
with band soa])s. 

Tied in with this lerominendation is the <\\ortation that supermarkets stop feel- 
ing that their toiletries husiuess \h something thevM stolen away from drug stores 

and start treating thein with the siiinc nicrchandising know-how as any other products on 
tlioir shrb cs. 

An admitted stumbling block to the preaelinieiit: In many sn pernuu'ketH the <lrng- 
toih'tries setup is controlled hy rack jobbers. 

For other news coverage in this issue* sec NcwMuakcr of the Week, page 8: 
Spot Buys, page 28: News an<l Idea WVap-Up. piige 62; Washington Week, page S7; SPONSOK 
Ih-ars, page 60: T\ and Hadio Newsmakers. ])age and Film-Scope, page 58. 
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PACKS THE BIG 9ELUNG PUNGHPBEATS ALL GOMPETITION 
IN THE HOTLY COMPETITIVE N.Y.G. SEVEN-STATION MARKET 

Look at William Tell after only three weeks on the air in NewYork: Mar.4 Arbitron shows the 
program catapulted into number 1 position in its time period with a resounding 8.6 rating, 
25.9 audience share. This beats all other competition in this tough 5:00 to 5:30 time period. 
And William Tell does it all alone! As WPIX's first commerical program of the day, stepping off 
from a 1.8 public service show lead-in, William Tell increases the WPIX audience almost 500%. 

That's how "William Teirs" all-faiiiily costume drama appeal works forTROPIGANA ORANGE 
JUICE in New York. It works all around the country, too . . . punching up sales for such adver- 
tisers as MEADOW GOLD DAIRY, FISHER FOODS, LUCKY 7 STORES, GARDEN FRESH FOOD CHAIN 
in Pittsburgh, Cleveland, Houston, and Clarksburg, W.Va. More important, "The Adventures 
of William Tell" packs the same big punch for you ! For complete details, phone, wire, write 

m MMMM UUS, A DIVISION Of NATIONAL mEFlUA USOCIITES, tlie..ia COIVMMIS CIKLE. MW VM^ PROGRAlVl SALES 



by Joe Csida 



THE RESULTS: 



November 19S8 
Qualitative 
Surveyof the 

22 County 
Tidewater, Va. 

Area 



Question 1 : 



When you first turn on the radio, is 
there any particular station you try 
first? 



Answer: 



10.*% 




c 



Question 2: 

Which radio station, if any, do you 
prefer for music? 

Answer: 



A 



Question 3: 

Which radio station . if any. do you 
prefer for news? 

Answer: 



» Kirs '.5% 

Question 4; 

If you heard conflictini? accounts of 
the samt story on different radio sta- 
tions which station would you 
believe' 

Answer: 



I a 1% 



C 




_ RADIO 

Norfolk • Newport News - Portsmouth 
and Hampton, Virginia 

. . .ranks 1st durina 
155outof 180rated 
half hours. . . 

Represented Nationally by 
JOHN BLAIR (j COMPANY 




Point and counterpoint 

Milk inn \ ational \s><)riation of liroiKlca.-^ter 
( uin cautions tluso has a dislindly ilifferent 

flavor for mv than iiKikiiii: the >aine ('oncla\o> 
(lid }e\Ti> a^o. MaNhe itV just a matter ftf 
nudlowiii^ with time. Ala\lte it s the simple fact 
that 1 am ehargefl. in eo\eiing the meeling>. 
with an) speeifie news diiti(\<. M:i\he it's a 
eonil)ination (tf Ixtth. lint whatever tlie lensoiis. 
1 seem tt> ha\e eonsideraldy more iiielination to ol)>er\e and pondei- 
ii]M)n th(^ Inmian >i(le. p(ts>il)l\ (he more dramalie \alues of the 
(•(tin entictn lhan in the 20 or so \ears jn>ne h\. 

For exam I tie. as Kohh) Sarnttfl. M)("V cli airman of the hoard, 
his keynote award, niy e\e ilrifled to hi> dad. (he General, seated 
tni the ]ilatft>rm t(t hi> riirht. (General l)a\ld is a pokt^r ]dayer from 
way hack, and it i> rare tliat lii> facial expre^siitn helrays any deep 
(uncilit^n he is feeding. \.- he watcdied ytnnig Hohh) accept his award, 
as hi* listened later U) Htthhy make hi^ ]dea f(ti' \\ to answer its 
critics lh(M(* were only (tceasional indicatit>n> tliat he wa> mightilv 
pleaded with his hoy. lint he was. I'm >ure. 

Tlie (General ;iiul hi> .^^on 

1 thought hack to tlu* M>C! cou\ention at Miami, (he \ear thev 
opened th(* \mcricaiia lloteh when the (general annttunced to the 
gathered alliliales and newsmen that Hohhy was g<»ing t(t take o\'crv 
1 renuMnhered waiting at the tahle hefore 1 left ft)r a chance to say 
c(tngratidati()iis lo the young e\ecnti\e afler he'd made his maiden 
speech as MK^s nt^w pi'Csidenl. and waltdiing llu* G^eneral and 
rKd)l)\'s mother walk hy. she moi>t-e\ed and pr(tnd. and the General, 
lighldipped and poker-faced. 

lie had told lh<* nudtitude in tut uncertain lcrni> that he tlmught 
l>itlth\ was reach, (hat he \\(tnld make the netuork a fine pic^idenl. 
1 le ttdd th< stor\ tif a fricMul t>f lii^ I the (^cMieral s i wlioal>it wa- (he 
h(\id of a large Vmtuiean eorp(»rati(tn. and wlutst* mui \\ork<Ml in 
lhal corpuratitin. lie tt>ld of the son'> e\e<dl(Mit reeitid and hi> 
father > rtductatuM' ttt pui him at the head o{ the ( tmipan). 

"I'm afraid hti him." thai father told the Clt^neral. 

" \nd 1 wonder." said llu* Ci(Mieral to that (^ou\ enl I(tn. 

"whether that father wasn't afraid for hini>clf. rather than fitr his 
^(tn. 1 wimder if lu^ wa>n I htdding his s<tn hack, not hccan^e he waj= 
afraitl his sttn wa^n I r< ad\. hnt hct au^e h<* was afiaid h<\ the father, 
might he erilicd/cnl f(tr ad\an(Mug hi> s(tn." 

rill' (»eiieriil waMi't afraid, as \\v made \er\ plain that e\(^iiing 
in the \meiicana. \iid liolthx lia^n I hM him tlnwn. litthhy ha^ hecMi 
not ttidN a gootl \lUi e\ecnli\e ofltcer. hut he pro\etl liimstdf 
a giiod indn>lr\ leader. 

\l the KM-cnt c(m\(Mili(tn in ( hicai^o he ^poke for all the ihinkinir 





Again, WJBK delivers the 
big baseball-minded 
Detroit market 



Mirlii^airs most ivsull-prodiK-iiin' iiul('pfMHl(MU ra- 
dio .station earrios tin' coinplotc l!>o!> scliodiilo of 
I)(^tr{>it TiiitM* ba>ol>aIl ^anios -iiiLiln and day, at 
homo and away. Tin's is the lUili consonitive yi*ar 
AV-IliK lias boon soltn-tod f<n* ronii>leto (.-ovorairi* of 
Ti<r(M' uames. 

10,000 Watt> Dav^ 1.000 Wntt^ Xi-liN looO K'( 



DETROIT'S BASEBALL STATION 



WJBK 

THE MODERN SOUND OF RADIO IN 

DETROIT 



Uepresonted by tiie KATZ AGENCY, INC. 



Storer Broadcasting Company 

WJBK WSPD WJW WIBG WWVA WAGA WGBS *^/*^ 



Detroit. MichiRnn Toledo. Ohio Cleveland. Ohio I'hil.idf Iphia, Pn. Whrehnp. \V, V,i, Athnt.i, (ii. Miami. FIorKKi 




My Mommy Listens 
to KFWB 

Glamorous, amorous, work- 
ing gal or lady-of-leisure... 
most mommies in the great 
Southern California area 
listen to KFWB. 

And don't forget . . . for 
every mommy there's a 
daddy, and they h'sten to 
KFWB, too! Time after 
time, Pulse and Hooper 
both confirm that KFWB is 
the daddy of all radio sta- 
tions in the L. A. area. 

...So buy KFWB. First in 
Los Angeles. It's the thing 
to do! 




ftOBlftl M PUftCIU. f'.vicrt .-.i^^i^n M,)n3fcef 
MILTOH H KLEIH. Sa'." ^^n-ag^t 
Rcpff.»''''tf<J n^t)" by mn BLAIR I CO 




Sponsor backstage cominued 



\\\vmhei> (tf ilio iruiu.'-tiy w iio \n\\c iitiijr >iiife jirown \\enr\ of hciiig 
])u>iic(i aioiiiKi it\ critio and iK'okier."-. on |>a])ei>. on ina^a/.inr^. hi 
ji<»\tTnnuMit and (d>c\\luMe. I (Ion"t it'ali\ know if i>ol)l)\ had i)re. 
\lousI\ discii>M*d tills >tanco with otiior in(hi>tn i(uider>. hke Frank 
Manl(»n. It's more liiaii likely, and it*.- imnuiterial, whellier he did 
01 nut. 'V\ic point is that jn-l prior t<t the opening <tf the eon\ention 
itself. Ooe .^lanlon Iiad told the CHS aOdiates in a |)ri\ate nieeling 
thai C\]> \\a> sick of >inin<: haek and takin^r the hla>ts. hip: and little, 
justified and not. without nio\ in<r to make an answer. 

\n(l Diek Salaul. one of ClJS s hrigluer Noung men told the coii- 
\enli()n a couple of da\> later that CHS was <ioin<: to undertake a 
SIOO.OOO sni\e\ to find out exactly what the \meriean jiublic did 
think of l(d(nision. TIu^ results of tlu* snr\e\. he said, would he 
rna<h* a\'ailahle to tlie \ \1). if the assoeiatioii desired. 

And. of e<unse. foll<)win<: ltol)h\ SarnofT's speech, the Association 
did apjKtint a C(unniiU(M» of nine of the hest l)roa<leaster? and puhlic 
relati<tn> men in the husiness to cook u|> plans for a puhlic relations 
eanipai<;ii to relnit television's critics in (n cry area, on e\ er\ level, 
and to present \'ide(t's story solidly. Ihls eomuiiUee. of couvs<\ is 
Invaded h\ C. Wrede Petersmc\er. proideiU of the Corinthian Broad- 
castin<i (]orp.. au<l consists, otherwise, of Bol) Swe/e\ of \VI)SU-TV. 
\e\N Orleans: Ward Quaal. \VG\-TV, Cliiea-o: Roo'er Clipp. W FIL- 
T\ . rMiihuhdphia ; l)<tn Me(^annon of \\ eslinjihouse ; Jack Harris uf 
K1M(C-TV, Houston and puhlicists Ken Hilln of MH] TV. and .Mike 
Foster of \nC ^rV. as well as Oiek .Salaiit. 

This c<ininiittce. sonu* time I)efore 30 April will re|)ort hack to 
tlu* \ \\) Tele\ ision lUiard with an outline for its |)lans for the in- 
duslr\ public rehitious cauipaijin. I'm sun^ lire |)laii will he a good 
on(\ and Fm e(piall\ sure it will ha\e a slow hut certain elTect on 
counttTiiit! at least some of the iiiort* ridiculous and IdalantK prcj- 
iidietMl and thoughtless tirades of the husines.^'s criti<s in all areas. 

I'enipiis tiigils rijjtlil iilong 

1 i(^ali/(ul, as this effort sha]ied up at the meetings, that this was 
an ini|)oitant (hn (dopiiKMit {nr t(d<'\ ision. and that it would rel>ouud 
to the IxMK^fit of \i(n\ers and a<l\ertisers alik<\ lUil mort* than ain- 
tliing <d>e I was thinking of the human drama unfolding as 1 watched 
the (ieruMal wat( liing U(dd)\ make the kcMiote |)itcli. 

\nd I nuist coiift^*^*^ that 1 got more of a kick seeing all my \M.I*. 
huddie*^ al oui aniuial leunittn dinner on the e\e <tf the (lomention. 
llian 1 (lid out of tlu* I)u>ine>- mctHings. an<l e\eii the new t<vdinieal 
aclii(n (Miients uineih'd al the <*<(nfah. 

1 halt* to admit it. hut I also got nune of a hang out of the 
monnlainoiis swiss ( liee^e and oofTee in the spo\s(>l\ suite, than out 
of the wlnske\ in mam aiutther. 

'{'cmjuis fiigils right along, doesn't it? ^ 



Letters to Joe Csida are welcome 

Ihi wm (iltrays (tf^rro tritit what Jnr (Isitla aayt; in Sp<*ttsor Hack' 
stitfio? Jav fiinl lliv oilitars 0/ SI*( S()I( tvill Iir happy to rvcviro 
ami print your rmmaotttn, ,i(lilros.< thrnt to Jao Csidn, r/o 
.S/*OA.SO/;. !0 ICnst I9th Strrrt. \ru- York 17. Veir York. 
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IN MEMPHIS... 



It Takes ^m^M K^^MJP^k. 

AMERICA'S ONLY 50,000 WATT NEGRO RADIO STATION 



to Complete the Picture! 



40% of the Memphis 
Market is NEGRO - 
and you need only 
one medium to sell 




Now represented by 
THE BOILING COMPANY, INC 




MEMPHIS' ONLY 50,000 WAH STATION • 1070 KC 

TOP RATED BY ALL AUDIEHCE SURVEYS FOR TEN YEARS! 
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WI?6X*TV 




wide range 



with 




POWER 

229 KW VIDEO 
115 KW AUDIO 

spans a 
-^^C-BILLION DOLLAR 
Rockford primary 
1^ market 

COVERS ALL OF 14 COUNTIES AND MARKET PORTIONS OF 14 OTHERS 

The new, wide-range of WREX-TV, now increased to 229,000 watts 
video efiective power (five times the former ratings), extends the 
primary limits of the Rockford TV market to encompass $l.l-binion 
potential . . . widens the ^'secondary'' range of influence to include 
a total $2.5-biUion, 



sales power! 

\VKi:X-T\' - *'T!ic Vi(»\vois' riioice 
I)10LI\*J^!{S voiir nicssHK*' to I lie 
buyers m tliis imhistri.nl aiu! 

K'ultuni! market . 
Tlic consistent. Iii^li <iu:ility in pro- 
(Inf'li(Mi, jjiomotiuii and incicliandis- 
inji^ of Ijotli jij)ots jind programs has 
<'arn('(! nianv major awards for 
\VUi:X-TV this vear' 



TOTAL MARKET: 
Papulation 
Househalds 
Spendable Income 
Retail Sales 




1,343.651 
413,099 
$2,502,773,000 
$1,768,295,000 



WREX-TV COVERAGE 

WREX-TV spans audience 
interest . . . comparative rank- 
ings of top programs, ARB area 
survey, shows 33 of top 37 ])ro- 
grams are all on WREX-TV. 
WREX-TV leadership is strong 
throughout the telecasting day: 

Rockford Metropolitan Area — 
station share of sets-in-use surrirriary — 
for 4 weeks 

Source AKB Oct 21 - Kov. 19— 1958 

WREX.TV Station B 

Mon. — Fri. 

Sign-on to Noon 56.3* 
Noon to 6-.00 1*M 70,3 
6:00 I'M to Mia. 55.1 
AU Week — Sign-On 
to Sign-OfT 59,2 

*Share« — station on lofw than the 8tat)on tel^- 
castmK the most quarter hours during par- 
ticular Kriod. 



48.4 
28.7 
43.8 



o w/c/cr morfccf 'coverogc ronge ("n She Rockford BILLION OOllAR m orkef ^^u^ 

"W" EI X - T V 

0 



CHANNEL.^ ROCKFORD 

J, M, 8AISCH, Gen. Mgr. 

Represented By 
H.R TEUVISION, INC. 





^'^th an 
Madisor 



No subsidy Iiere! 

Ill \*)ur 11 March i^>uo of ^P()\>()K 
Majza/iiK" I ni(»l iiU*nc>t(Ml in 

I he S])(>nsor -Scope ilcni concerning 
lladio 1\ Farm I )ir(*clor.'5. We have 
heard from nian\ .sources tliat farm 
(]e]iartmenl> are h(Mnp: cut down or 
(^liniiiiated l>ecaii^(* of tlie feeding thai 
do not ha\ e a j>lace in "foi nmla'' 
radio: lio\\(n<'r, we helieve \erv few 
.stations would he willin^i to eliminate 
or cut down lln^r farm deparlnieiits 
if tliev were a i)a) ing i)ropo^ition. 
We agree lhal the j)ei >(inalil\ of the 
fann diiecior has a great deal to do 
w ith ad\ ei tisei acceptance. i>ro\ idcnl 
(»f ( (nirse. the coverage of the >tati(ni 
i> adetjuate. 

We have ^een loo nian\ farm de- 
partment^ operale >ivielly on "haiid- 
(ait * material , . , This has a ph\cc in 
lk<' e\el■\(h^^ opeiatiou of a farm (h*- 
parlnH'nl hut we do not l)eli<'ve it will 
snh>titu<» for real journalistic ahilil\. 

We fe<d >o sliough altout onr own 
fann (h'parlnu'ul that we lia\t^ re- 
cenll\ add<Ml our fifth meniher. The 
(h'parlmenl i> now eouiposcul of our 
onl>lan(liiig Farm Diren'lor. (".i»llon 
John Smith, tliiee farm cdilor> and 
a photogi a])h(M'. '1 In* mo>t rtM-eut ad- 
dition \> a pa^l pre>ideiil of the Texas 
FF \ and pa>t \ i<-e president of the 
^*)nlh(Mn it^iiion of the Xalionul FFA 

a most outstanding \ cunig man. W'e 
f( el lhal we conld a> easlK do wiih- 
oiit (Uir tiansniilter as *nir farm <le- 
pal Intent. 

Hill Lane 

Miir., KCAC RaJio 
AnrariUo 

Right man, wrong award 

We ui>|)icciaU* \our ineiilion *tf <Uir 
geinnal manager..!, C, Kellam in \ our 
"W la]) 1 ]>' tion of your F(d)rnary 
27 i^'-iie of >1H>\S()U and I am sure 
thai Mr. Kellam \> highly flallered 
lt\ \oiir ^lor\ lhal he wa^ selected 
"doling Man of the ^ rnr:" 

W e think our boss is a i)relly 
\ oniig man -and w (dl *h*MT\ ing of 
i Plca.se turn lo jniiic 26) 
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1 LOUISVILLE j 



IF IT IS BIG 

AND IMPORTANT^ 
irs ON WHAS'TV 



WHAS TELETHONS 
HAVE RAISED 
$1,000,110 
FOR HANDICAPPED 
CHILDREN 




^> !,()()(), 110 has hccn (onti il)utO(l to six 
WHAS Telethons. Professional produc- 
tion, ability to demonstrate the need, 
i>ood talent, niiieh of it from W'lIAS- 
T\''s own stafl, and viewers' eonfidence 
that their nione\ would he spent \\*isel\ 
prompted the o^ erwhelniinj^ response. 

Their mone\ has huilt t lassrooms and 
playgrounds, trained instnu tors, per- 



formed operations, purchased aitifieial 
liml)s and a mustiilar dystroplu bus . . . 
tested the hearing of 93,()()(> diildren, 
established Kentucky's first cancer clinic 
for children and first cleft palate and 
harelij) clinic, and nuuh» nnuh more. 

\Vhen niG, I PORTANT things are 
accomplished in Louis\ ille television, 
the\*re a( coniplished on W'll VS-TW 



Your Advertising Deserves WHAS-TV Attention . . . 
with the ADDED IMPACT OF PROGRAMMING OF CHARACTER! 



WHAS-TV 

Foremost In Service 
Best In Entertainment 



WHAS-TV CHANNEL 11 , LOUISVILLE 
316,000 WATTS — CBS-TV NETWORK 
Victor A. Sholis, Director 
Represented Nationally by 
HARRINGTON, RIGHTER & PARSONS, INC. 
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KOBY 



is tlcie zio. 1 reoord 



IN SAN FRANCISCO 



1 1)( u 's .1 gi<':ir IK \v audif iitr vccctid ilini's ilic 
.\uiiil)(i I liit in San l iaiKiMo ;ni<l il's KOllV 
pinti;)! \ Icln tun \ l*iilso give** KO 15V r he 
liighfM .ivria^c "sli;n r (i a.m. tn midnight 

irt.O. 1 liis iiiaki'^ kOUV a 
Milan \m\ ioi mhi. t liis hjn 
andiriK r is sigiird, M'alrd :ind 
d< li\<'r<'d loi \(tii, vol II c liciiis 
())■ pHidiHis. \iid iIk'ic'n n(t 
<lonl>l<* spDiiing. so \oiii nussagc 
makes fidl iin])a( i ! 



Sf7' PETRY and pt't m an //^).^ f^rizr 
i ff itrd hity. i nd, you ^rt l(i^'< 
di^muTit trhi'N hiniti)^ KOBY and 
KOSI, Ihmti 

.Iftfi July, uiitn ill i>tuv*r, stay 
(it tht imfH-nal Motel J72.^ S/tfi 
man doivuiowu . 



KOBY 



10,000 watts 
in San Francisco 



Tor Grpcyivinc, .Afis^.-WGVM 

Mid-America Broadcasting Company 





dt'si^us jingles and background music for you 



VP • AT^t w 45 r-ow york • clvrlo S-STriT 
rrtorj strin hoMy wc "id ■ Hollywood 4-7600 
irK ruP'.rl hir-lOO • At.itO 2-^818 
h.^\.t<-]hfncy pitl-hv'.lt» • ej*prp*;«^ 1-OGOO 



nittch Ifl^h frt'4in\« tlirr<*t(>r iit work iii holly v\ tioil 



49th & MADISON 

{Cont'd from }m^e 24) 

lliat lille — l)ut — the liulli \>, las we 
set forth in our ik^ws release to \ ou ) , 
llial Mr. K<*llani \\a> eliainuaii of tlie 
eoiiiniiltee lo >elecl lh<» "Youii^i Man 
(tf ilie ^ ear." Mr. KeJani. liiiiiself. 
was named — "'I'lie Boss of tlie Year'' 
1>\ tlie Au>tin Javeees. 

I*aul lUtllon 

Ed.. KTBC 

Austin. Texas 

Not o first 

In \()ur is>u<* of 7 K<-l)ruar\. 1059, 
tliere apixMr^ an a<l\ evtiseinenl Ij\ 
KI*RC ill wlilcli Dr. Knie.M L)iclil<T 

quole<l as saving, in part. "This 
slud\ (lone h\ KPRC is ihe first in 
w hich iiioliv alioiial leehniques lia\ e 
heen applied iiilen>i\el\ aii<l in depth 
to audi<MU*<* atlitude> l«>wai"d Hadio 
in one lar^e market " 

1 think Dr. Diehier ought to he in- 
formed that llii."- is not the fi^^t slud\' 
of its kind. The W'esliiighouse Hroad- 
eastiiig Co. has r()ndncte<l se\eral 
>u< li studies, as <^arl\ as \o\ emher 
I0o6. u>ing \a^iou^ iiiolivali(nial re- 
>eareh le< lnii<|U<*;- inchidiiig seuianlic 
<lifTerential in e\<'n a larger niarkel. 
\> a matter (tf fael. si>o>soi{ in its i^- 
>ue (tf 23 \o\ (Mnher. 1937. printed 
an e\eell<>nl article <'o\ering the Pitts- 
burgh study for Kf)KA. Since then, 
>iiiiilar studies h;i\ e he<Mi <*ondueted 
for other WVsliiighous*^ >lation>. 

Dr. Dielil<M- is fui th<M- <|U<>t<'d as fol- 
lows: "h goes alnlo^l \Nilh(tul >aying 
thai re>p<uid<*nis w<Me n<ner gi\en an 
iiidiealion w ho sponsored the .-^ur- 
\e\'' niad<^ fur KPHC. 'rhi> i> >tand- 
aul research piaeli<*e aii<l is <N|ually 
true in the ca^e of th<* >lndles made 
in lh<* W^'^tiiighoUM' niarkels. where 
in each in>lanee the slnd\ wa^ eon- 
dueted hy an oulsi<h* r<"seareli organ- 
i/ation and thei o was no reference 
or iii<liealion n< lo the sponsor of the 
Mir\ <'y. 

M<d\ in \. (>oldhei g 
Director of Resean h 

U estinii^hoHse Hdrstf: Co.. lue. 

\e\r ) orh 

Sales aid 

Please forward fi\(* copies of the 21 
F<*hrnar\ issue of .h|*on>ok Maga- 
/ine. As usual W 1 1 HO Hadin i> find- 
ing .sl*(t\.s(iK iinaluahle aid in (dos- 
ing ^ale>. 

Jim Hedwell 
Sales mi^r.. 11 IlflQ^ 
\ I em phis 
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The best things In life. 

Maintaining a permanent exhibit _ 
many mlHlona of cloHara and offering a varied 
presentation of fine — ' 
through a continuing 
exhibits, H9U|tQi 
Mueeum of Fine A 
anawere an Importa 





Outstanding eiample of 
simplicity anfl refinement, 
(s the Mies van der Rohe 
masterpiece, the recently 
completed Culltnan Hall 
of The Museum of Fine Arts. 



^^^^^ 

THE CHRONICLE STATION 
P.O. BOX 1?. HOUSTSS 1. TEU?-A8C BiS'C GE'JEPaL VJSIC^'^ 
HOUSTON CCNSOLlOiTEO lELEVi? ON CO v.. U^O \ " "'^ 
NATIONAI REPPESESTATIVES GEO. P, HOLLIUGBEPV CO C?VVE»: al ma- - 
SOO FIFTH AVENLt, :*EW TO"'' 3» N. T PiL^ BESSETT 
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FEBRUARY -MARCH 




SHARE OF 
AUDIENCE: 

I— I 

Proves KONO is your i 

BEST BUY 

for Radio Coverage in 

SAN ANTONIO 

— and KONO leads the field 
in PULSE, too. First in all 360 
quarter-hour periods, Monday 
thru Friday. (Jan. 1959) 

See Your H'R Representative 
or Clarke Brown man 

or write direct to ' 



JATV p'" TH, ^*^noger 
Sjn 'iij I a 6, Toos 




X(Uionol and regional buys 
in nork now or recently completed 




TV BUYS 

American Oil Co., ^ ork, is lining up ^iO-miiuitt^ .-e^iiiciiis in 

altont 10 uiarkcls for sj)<)ii>(nbliii) of (lie new atheiilure film series 
Border Patrol, to athertise il> \in{>co <ra>oliiu\< and oil^. Dislrihu- 
lion i> niosth in tlie i\tlaii!ie seaboard siate^. 1 ho >ohe(hiles slar! 
ini*l-Aj)ril for 26 to ,12 (lopendini; ujion llie market. The huy- 

cv is IJol) Howell: the a^ienc) is I he J(t>ejdi Kalz Co.. New ^ Ork. 

Armour & Co., Chicago, i.< ]>repariii<i selunlules in major markels 
!o push iu frankfnrltM- sales: niosl of the inarkels are in ihe South. 
I lu* shorl-lermer slarls 20 \j)ril. Mimile and 2()-second announee- 
nieuts aie hein^ ])urehased: fiequeneies var\ from maike! to mai- 
kcl. 1 he hn\(M is Don Heller: the a<iene\ is \. \\ . A\er. Phila. 

The Borden Co., Inc., ?Se\v ^ ork. is ])lanninp: a camjiaign in lop 
markets for its Inslanl \\1iij>. The six-week eanij>aifin starts l.H 
\j>i il. M inute and 20-seeond ainiouneemcuts are hein^ j)laeed ; 
frcqneneies dt^jiend nj)on IIk^ market. Ihe buyer is Cliij)S I5arrabee; 
the agene) is Lennen ^ Newell. Inc.. New York. 

Clamorene, Inc., Cl'flon. \. J., is eiiteiinu major markels lo jno- 
niote its Cdanun'tnie earpel cleaner. The schedules start this month, 
rnn for four \veeks. Minnies and 20^ are beinir used: a\era*ie fre- 
<niene) : 20-23 annomicemenls per week in each luarkel. The bu\er 
is Damn W ilson; liu* ajreney. .Inhs Dow<*r l*rodncli(m. Inc.. X. V. 

RADIO BUYS 

Carter Products, Inc., New ^ ork. is ^oing into \ari()us markels 
for ils \rrid Cream Deodoianl. The LH-week ranijtaign starts this 
month. MinnU^s during da\time slots are b(Mng used: frc(]uenci(\^ 
dej>enfl uj)on the market. The bn\er is VA I'onle: the agency is 
^ulln an. Manifer. (.owell Ha) Ics. Inc.. Ntnv ^ ork. 

Dunbar Laboratories, Di\. of Cliemwa) ("orp.. Monnlaiu ^'iew■. 
N. j.. is kicking oil a eauij>nign for its >enlor niedicaled acne slicks. 
Ihe s(die<lules begin this nionlli for six weeks. Minut(*s during Irafllc 
lnn<-s and weekends art^ being phiced: frc(juenei(^s \ar\ from market 
to maikel. 'Ihe bn\er is jeif j-'ine: the ag(^nc\ is Doliert\. Clifford, 
Meeis ^ ^hen^lel<l. Inc., New Yoik. 

Family Products Division, \\ arncr bamherl Phai uiaeeniical Co., 
Inc.. Morris Plains. \. j.. is initialing scln'dnle'- in sonlluMri and 
sonnnveslein nniikeis for ils l>i-oiiio-S(dl/er: thi> is the first time in 
^<'\eud \ear^ thai sj>ol radio ha-- been used b)r this j)roduet tni a 
mulli-uuirkcl basis. The stdiednle^ aic intended as a test a-- \\<*ll as 
lo gi\(^ supjjorl to ils other ad\ eri isiiig. and will rnn from ;-i2 to 39 
\\<'(^ks. dejxMiding nj)on the market. Minutt's dniiiig <la\liuic peiiods 
aie being sb»ll( (l. \\ith fictjiuMieies \ar\ing. 'I he bn\er is .joe 
llndatT: the agene\ is Wai wiek ^ Legler. Inc.. New ^ ork. 




Captive or Captivated Audience? 

There's all the difference in the world between a "captive 

audience" and a "captivated audience." 

This goes for the commercials as well as the show. 

Young & Rubicam, Inc. 

Advertising • New York ♦ Chicago ♦ Detroit ♦ San Francisco ♦ Los Angeles • Holly^A'ood • Montreal • Toronto ♦ London • Mexico City • Frankfurt • San Junn • Cnr<^'-"« 
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NCS ^3 gives CM ARL0TT1:-\VB I \' 632,070 T\' homes. 
Atlanta has 519S)90. Louisville .^09,480. Birmingham 
587,800. Memphis 453.240. CnARLOITr: STATION "B ' 
442,690. Miami 434,800. New Orleans 380,020. Nashville 
366,560. Norfolk-Portsmouth 337,580. Richmond 3 1 1 ,680. 



Take the biggest step lirst — enjoy C'harlotte's invigorating 
sales elimate. Contact W'B lA' or CBS Television 
Spot Sales for the complete market story. 




^ S PON SOR 

4 APRIL 1959 

What's 
the answer 
to 

spot's 

PAPERWORK 

jungle 




PART ONE OF A TWO-PART SERIES 

^ Ag(Micies say s])ol is i'lvv iimos 
hard lo buy aiul s(*rviVM* as newspapers 

^ Here are trouble spols, point<Hl oul 
by a(buen, and whal ean be (b>n(* lo bt^lp 

N () groiitei te>tini(niiai lo tin* viiino of >p<)l e\ist> liian 
llie iiu^onx tMiieiict* w Inch agt'n<*i(*s pn<iur<' in \n\\ iiig it. 
K\cry >lt'p of liic way from |)iaiiniii<i llie <^ani|>aigii to 
paxiiig ^tiiti<ni> aii<l hilling rlieiits i> through a langlo of 
paperwork al Iea>t fne linio^ more tinu'-riniMiining than 
a newspaper l)u\. up to 30 times more than a network 
or magazine Inn . 

1 1 is entireh eon cei\ able, one atlnian told sponsok. 
that an agene\ with >everal aceount> billing ex< lu>i\ el\ . 
or even in large measure, in >pot radio and ^pot l\ eould 




Admen agree spot is a paper tangle. "Some 

is unavoidable," says John Ennls, Bryan Houston media 

v.p. But a lot of the detail Is Inexcusable. 

go hroke on it> l i'r (MHiimi>^ioii dur to the paperwoik 
If llii> ^oinuU lik<* an exaggeration. ( on^idt r jn>t the* 
two ends of a flight in\ol\ing (MMnparahle hn\- in >p<»t 
ami n(n\<paper>. 

In initialU >etting up the liin-np. the print lui\ei ni r\ 
find that in a >ingle market there are tw(> new-paper^ t 
consider. Sinee new^paper^ fh> not lune rating-, hr ha- 
onl\ to eon>nh \\\C eirenlation figure^ -a jnh that nii.:ht 
c<^n^^nne fue nnnule>. In lh(* -aine niarket. In>ue\er. tlv 
tiinehmer nia\ ha\e from four to 10 radio ^tation^ 



SPONSOR • 4 KVim. 19o9 



TROUBLE SPOTS IN AIR MEDIA 

ESTIMATING: A spot aimpaign is the most ciun1>crsouie to 
cstiffiatr. In a single tnarlcct. there jnay 1)e only two newspapers 
to consider />v circulation, eight radio stations hy ratings 

AVAILABILITIES: / newspaper page can be diiided up or 
pages added. In broadcast, the time sb)t that was there yesterday 
may J)e gone today. So time is spent checking and rechecking 



CONFIRMATIONS: U eeks and months may go b) between 
tlie issuance of an order and the sending out of contracts 1>y the 
rep or station. This practice confuses, wastes ad agency hours 

BOOKKEEPING: There are roughl) 3,000 radio stations and 
oOO //' outlets all InlVing on difjerent size invoices by as many 
methods. Agencies get to fee I like they are station accountants 

BILLINGS: Before an agency can pa) a station bilL it must 
check for client. A biller on newspapers can turn out $6 mil- 
lion in same time it takes hiller to do $1 million in air 



(i;it;i Micii ni> composilioii inu>l I>o 
(•ii('ck<'<I ont. fr<'(|ii<*iilh ill s(»\ cri\\ 
Vcitiiii: ><T\ Ict'^. I Inie *>|>cnt: rlo-^e t<> 
nil lioiir. 

\l tlu' oiIkm" eii<l of tlio l>uy, tiie 
a^eiu'v ncconiii in;i dcpni lintMit fares 
allot Ikt dispaiatc >iliKiti(>ii. Ihc 
IK w spapor hill <mhii('s in couiph'to 
A\itli \oi\v sheet of tlie j>riiit<Ml in\. 
\]u\ tlu're ha> oiih hiMii one atl iii- 
>(*rte(l pel fhi\. I he hill from th<» 
ratho station. ho\\e\ei'. ma) include 
] 0 >\Hi\> for tlie (lav. in <IiiTei cut 
piie<'d tiiiK" jKMiods: attaehiMl to it ii? 
an aOTidavit of piM-foniiaiu uliieh 
iiuist h<' elie( ked >ipot hy >pot against 
roiitrac t> and rale rards. 

W lien it ronie> to aceoniiting. the 
fiiiaiieial hea<l of a major agene\ 
(^>tiniates het\\<'eii ^'^ and .^(» inilhon 
dollar.^ per hiller in iieuspap<*rs 
against \c» than ?1 million per hiller 
ill ^pot fwe to >i\ times more innii- 
honrs. 

"It's hard \o he1ie\<»/" mused one 
admaii. '*hut it would lie (piickev and 
<'a"*ier to hiiy .^1 million worth of (^M 
sto<-k than worth of air time." 

Station repre>eiitati\ e Richard 
()'(lomHd!. addr(*ssiiig a itM^ent \e\v 
\oik KTI'S m<*t*tiiig on the suhject 
of streamlining rate cards. the 
follow ing eoinparis(ui hy an agency 
nu^dia director on eslimating a ^pf>t 
\<Msiis a iKMwork campaign: For his 
sttdf to estimate a network huy wouhl 
coiisunie ahont an hour's time; for 
the si a IT to e*>t imate a >pot hu\ in- 
\ (>l\ ing 7.") mai k<'ts w onhl take 
'*ahoiit four days.' 

Mtlioiigli tli<*\ are well aware of 
the complcxit les and frn*>t rations of 
hiniiig spot. ageiK^vinen are uiihelie\- 
ahl\ tolerant ahout it. The} are it*- 
liictaiit to look too closely at ils tan- 
gle (^f m<'<-liani<'s or ctHHj>ar<^ the <m)s| 
of hiuiiig and st'rvi(Mng it with han- 
dling costs of "easi<'r" media. Tliev 
\icw >pot iniK li a good |(*acher \r- 
gards a hriglit hut lronhle>oinc puj>il. 

Hiis attitude wa< Miiimied up when 
.la\ nc M . ha I moil. as>oeiate incdia 
dln'Clov at J\\1\ told tin* >amc ITI I S 
iiH'etiiig. ''>p(>l tv and spot radio get 
N'<pial tiiiH'* with other media fornix 
in our considerations of media hot 
stiitc<l t(» a cliiMit s s|)C« ihe marketing 
and ( rcativt uhjc( 1 1 \ cs. in >pit<' <>1 
the Inc I casing coniph \iti(^s of hn\ - 
ing spot In oadcnsiiii!!. ... If a iiie- 
diniii that \> liaider to hu) will he, in 



our oj>iiiioii, the most <dTccti\e for an 
advertis<u-, it will not he ptMiali/ed in 
our final reeoimiieudatiou."' Ilcr in^xt 
w ords. lioue\ er. siigg(^sted that j)a- 
ticuce was Ixniig strained: '"Hnt 1 am 
at a loss to understand why station 
nianageiiH'iit. so progressi\e in other 
wavs, s(^(Mii*^ lo eompouiid comj>h^\i- 
tics in tin* iiiauner In w Inch it sells 
its j>rin<Mph' <'omino<lit\ 

\\hil(* this nia\ he the <*\prcss(Ml 
aUitiide of tin* maj(n'it\. there is the 
oe<'nsIoiud react ioiia i'\ . So met ii nc 
ago. OIK' adman reniaike<l to sl'tiNsoii 
that olT the record spot wa^ lo^illg 
out on mail} ''tail-cu<l hu}s." Which 
is to sa} that wIkmi it eomcs to iine-^t- 
ing the hist se\cia! thousand of a 
hudgct (and all things Ixu'ng just 
ahout c(pKil', the t<'mptatioii Is to 
scl<M t the les> complirat<'d medium. 



Some of the coinplexihilities of 
spot will al\\a}s remain; the} are 
huilt-iii coinpoiieut> of hroadcast me- 
<lia. It is useless to say that fewer 
stations in a market would make ?e- 
hvtioii easier, just a> it is futile to 
ask for a tear sliivt on an aired an- 
noiiiieemeiit. Xo ageiic\ man-- w heth- 
cr in media or a(vouiiting- will e\ er 
evpect spot radio oi spot t\ to Ix^- 
coiiK* as eas} to hiiv or hill as net- 
woik and iintioiuil maga/.iucs; take 
uwa} the stripes and \on'\c lost the 
tiger. I>nt there ar<* iikiii} areas of 
spot that are iiiexciisahl} coinpli- 
(aled: mend them ami tli<^ ine<rmin 
will !m' in a miudi hctt<M- position to 
conip<Me against new sj>aper.*^ for the 
atl\(Mtiser's dollar. 

"Marketing." sa\s William Hatch. 
\ iec prcsidtMit ami comptroller of Ted 
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AND WHAT TO DO ABOUT THEM 



SOLUTION: Thnr As no usr riirisioiiiiii: tlir irduction oj 
tv or radio stations in a uuirkrt to thr nuinhrr of iirirspaprrs, 
l>ut a denominator hctncni circulation and ratin<j^s would help 



PROGRESS HERE: /// tins area. s(nne pro^re.^s has been 
made. A number oj station reps hare tamed up nays to speed 
proei\ss of orails raii^in^ from automation to daily 7 // \ \s 



MORE P ROGR ESS : / standard etmtiai t-am firmation lorm 
has been worked out between SR I and 4 Vs, Only as sereral 
as!,ene\ men said, "H hy isnU it being us<*d M){}^ ^ by all reps?" 



THE ANSWER: W'h} not a central billing s)stem such as 
has been working fine for 30 )ears for Music Publishers l^rotec- 
die Association, />!//, ISC IP? Standard billing is ansner 



SIMPLIFY: Freijuency discounts and rate cards that defy all 
nndcrstauding are tbe nut of tbis problem, Tbey force agency 
accounting to do station boohLccping, Simplified cards need(*d 



15ale> Co.. "Iki> inhoducod ile\il>ilit\ 
into atl\ tTti^in*r ^lralo^y. l lo\il)ilil\ 
i> what keeps a(l\ erli-^ing in pare with 
marketing. Hut bioatlra>lin^ lia> 
not been keeping paee with either 
wliere llie --heer meelianic?' of hnying 
and htxAkeeping are coiu evnetl.'' 

I hi> ma) Uc the eore of spot's 
problem. It is both neoessar\ and 
po^^ible tocKiy for an ad\erti^er t<» 
launch .-aturalion flights in \ital mar- 
kets, cancel midwa\ lbrt)ngh, switch 
to new markets, cancel again, then 
launch another fliglit for a companion 
product. All of this can happen in 
the sliort space of tliree week^. 

Hut for tho>e at the agenc\ who 
are left to sweep up the piece.<, to 
cope with the hopeless tangle of 
earned rates, fretjuenc) discounts, 
certificates nf afiida\it. di>erepancv 



li^t>. national and b)eal rate--, package 
plans. in\oice erior-. open-end rate>. 
week I \ ])illing^ on per*montli time 
orders, client t|uerie>. rating anah- 
>e^. e^timate sheets that bear no re- 
hition to >tatinn statement-, tlie ta?k 
nia\ take nionth> and compare with 
the Herculean a>-igiimeMt of clean- 
ing the Augean stable^. 

"If spot hop(*s to sell itself on flexi- 
bility.' .^a\s another adman, "it had 
better becouK^ con.sistcntly fle\ii)le in 
ail its plut^c^. ' 

SPO\>OH talked to many exeentives 
in both media and aeenunting. to 
trade a^^^^ciation heatls. to --tat ion 
repre^entati\ e^. \lthougli their an- 
gles of approach were ^ometime^ at 
\ariance. their interest in the indus- 
try wa> con>i>tent; and their pin- 
pointing of bt)ttlenerk> and suggested 



rrnifdit wt ir M-uiaikji>I\ iii i< » - ( d. 

lire mo>t ("luiotir arrir^ of birurr:. 
spot t\ oi spot radi<» apprai to bt 
station rat<' <*aid> nnd station book 
keeping. Tbei e art* a lot of other 
irritations, too. but most nf tlrcsf .nr^ 
tlii'oeth or iiulirtHth tiie piodmt <d 
tlu* two niajoi ti onblemakri^ 

lire time ^prui stuthini: the mar- 
kt»ts. (o\erage maps, signals nnd 
pow ei ; the paiustakirrg anal \ sj^ of 
ratings, and ienre composiiiun. show 
t\pes none of this i^ bcgrn<lgfd at 
the agenr\. These aie t reati\e licuris. 
Hut the hours -prpt wrestling with 
c<>niplexitie> of rate stnretui<s and 
irnoiees add nothing to the rib'tti\e- 
ne>s of the ad campaign. 

" I here lui\e been definite improvt- 
ments i)i bt)th r a<li<) and t\ prl* iii;^ 
structure." sii\> John iMinis. \ire 
prt^sident aiul media director at Hi van 
Houston. " \lso. todav there i^ niov* 
adht^reiue to the published rate than 
had been the ea>e. Hut in the rnte 
area there's >till vital need for clearer 
definitifm of focaf \ersu> national 
rates. 1 lu sc problems are now being 
disrns>ed b\ the indu>ti\. a< in th< 
recent niet^tlng of the Mrdia Hlan 
ning \s^oeiation. 

" \nother impio\enieut we'd like to 
see. " Funis continued, "is an industry 
rlearing house outside of indi\idua] 
stations OI ag(Micies to coord iiwite 
billing. ebe< k up on pr<tof of perff>rm- 
a nee -in short, do the combined 
polit irrg-plus-billing job, ' 

^uch a clearing house as Frmis 
suggests ( as lia\ e nmner ous others 
in the in<lusti\ \ is woiking well for 
other industiics. The finnn< iid world 
is dependent on just siuh a >\sttm. 
rhe music indnstr\ HMI. \:^( \H 
airtl Music I'liblisheis Protect rve 
\s>ociation has pro\ed tht* el(\ning 
house an e\tremel\ workable opera- 
tion. 

In the ease of Music I'ublishers 
Hrote* ti \ e Vs-iociatioii. some MM) 
mu>ic houses pa\ at the Krte of about 
f of their business for a eh nr- 
ing ho Use sei \ lee tbnt h and l(s ,dl 
licensing. recei\es pa\ meats. d(»es all 
bookkeeping details ^n, h as po^tiuir 
pa\ ments against lieen>es. disbu rse^ 
rec(>ipts to the members. The s^^t^m 
has been w orking smoothlv foi- »< * 
\ears. sa\ es ni<'nd)eis and MistouKis 
thousands of dolhifs in bookke»*piii<.. 
simplifies a ( omplete busnn^s^, 

i Plcasi^ turn pagr > 1 ^ 
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What 
an account man 
should know 
about air media 



^ Foolc, ('oiH* & Boldinji v. p. l.vo Rosvuhcr^^ 39-year 
iiHMlin veteran, pin points acronnt nKni\s responsibility 

^ Piilterns <lilTer from Iar<^e aj;encv lo small as the 
nuinher of aeeonnt speeialisls and l)aek-slo])pers dwindle 



I / '.V a rare (/^7v//'v exerirlirr who 
has the hrtutdrast htiou-hoiv (tj Loo 
11. I\o.soul>ci}i, v.j), ami acroiuit .sii- 
[)rrn'sor at Footr. Cone <K: HeUlin^, 
ffc (/efirerrJ the first cfertion returns 
on hoth radio (tad tv: the //art/ini^- 
CiKX contest in 1*)2() from k/)K K 
l*itts!>uriih. u here he u as an an- 
nouncer: the li Hkie'Roosevelt eler- 
fion in 1910 from U ABC. \eie York, 
as a finest announeer. Mr. Rosenhei 
started in the a^iene^ business n itii 
Lord &' Tho/n as IVA \ ea rs w^o in 
(Jiieaiio and has sui>ervise</ i)!ans on 
some of the higi::est f>roadeast ae- 
(oant.s, ineluifinv:^ Toni, Iforlieh, flea- 
trire lutods. Pa pet ^Ltte, (dairof. 

M ;iu\ an acroiuil iikiu lia^ 1)('(mi 
ItroktMi Mil lln* rack iillcinplin*! to Ix* 
all lliiritis h) nil ('li«Mit> and in lr\in<: 
lo hack up general knoulcdj^c wllli 
loo niariN ^pcciHc^. 

So sa\> L('(t Hovcnhcrji. \ i< (^ ])rc>i- 
(Icnl of ImmUc. ('n!H' licKllni:. \cv 
^«nk. in an>ucrint: llic (|uc>lioii 
>lv>NM)H nnx'd this week: W hal 
^houhl an ae<*nnnt nuiii know a1)ont 
air media? 



Radio pioneer wif h Wosf tnghouso in 1920, 
Leo Rosenberg has also held announcing, program 
and management jobs at KDKA. KYW. WBZ 




Mr. Rosenherfr. ii 39-year hroad- 
cast veU'ran who has heen an a*rencv 
e\cculi\ I' for .H3 year>. cu rrenlly 
>er\e> a^ accouni ^llper\isor for sev- 
«Tal major iialional acconni*. A> 
loni>-lini(* airencN niana<ier and mi- 
per\i>nr. Ue> worked cloi^elv wilh 
(•li(Mil needs and account e\ecnli\ e 
fund ions. ffe conlend- ad knowl- 
ed»rc an<l hrttadcasi knowdiow. .-^pe- 
cifiealls. should he <;eneral ralher 
lhan (h'lailed for ihe u\era*re ur l\ pi- 
cal acrtunil o\ecnti\e al a lar<^e 
ai^encN . 

Smaller aii(*ncies recpiire more spe- 
cific knowl ('(]»:(> from I heir accouni 
people because lhe\ don'l lia\e the 
couiplcx slrncturin*> of depart uienl^ 
with hack-shtppors in e\ er\ pliase of 
a(l\ erlisiu^^ lo service ihe acconni 
man. ("(Mlain areas (tf l)roadrasl in- 
f(*rniation. lio\\e\<T. are \ilal lo holli 
laroe and small atieucics and for 
accouni men on lar<>e as w(dl 
small acc(mnls. Hnl oihcr areas onl\ 
recpjire s|>eciric kn(M\dio\v as ihe 
agencN slalT decrease^ and llie ac- 
c(Ujnl man is. indeed. < alled upon lo 
he all ihinv:^' lo his clienl. 

After all. ^a\s Mr. Kosenherg. an 
accouni man is ihe clieuTs counsel 
and Ills re])resenlali\c al llio a}ienc\. 
A hiirhh d<M>arnnenlali/ed atienc\ 
w illi nmlli-rnilllou accouni lull inl- 
and a \ariet\ of piodncls juslif\iuii 
se\cral acconni p<'o])le oh\i«uwl\ lias 
a rafi of hack-of-lhe-scene^ ^p<*(Malisls 
who sei\lt'(» l)ulh accouni man and 
client : cop\ w ril(M>. res<^ar(du^rs. 
media l)n\ers. proiir anu'rs. hroadcasi 
planuerv. arti^ls. production people. 

Thus a nuudi more l\pical ai:ouc\ 
accouni l>illing ^e\eral hundred thou- 
sands would nol warrant an clalx*- 
rate slafT of ^peeialisls Ivdiiud llie 
accouni man. In ihi^ cas(* he neecs- 
^arll\ is ealh'd on l(t heroine more of 
a speelalisl in .^^peclHc areas. 

l lie adjacent chart indl<ale^ wlial 
hroadcasi know-how Mr. Ho^eriheri: 
thinks is \ ilal and nol so \ iial - 
in tlu* lariie aj:enc\ conlraslcd wilh 
those same fnu(^tions in ^mailer. les< 
deparluicutalr/ed orirani/a lions. 

T\\e uutsl cuicial lime when an ae- 
corint nuin sn]>plies information lo 
llie clieul is in faee-lo-face conlacl 
dnriui; uieetiuiis. It's then, he need- 
^pur-of-lhe-mouKMil answers. If In- 
formal iou is re(pH'^led h\ mail or 

( Please turn to ftat^e 16 t 
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BROADCAST PATTERNS VARY WITH AGENCY SIZE 



[y — vital, / — important, B — bonus knowledge, N — non-essential) 


V 


1 B 


N 


V 


1 B 


N 


Ivilow ^<'iH*riil *i 11(1 iciH'C llci'ii!* 

Hr familiar \villi ^jKM'ific >tati<>]i <Mi'<'a lalioii 


V 






A 






X 




V" 

A 




Kuou who roiitroU the l\ 


X 












X 


^ 






Know ]>atte^l1^ of ^eiJ;llldlt<*(l all(^4'II<'t*^ 


X 












X 








n U Y E K c » 

^<*#* iii4*<ha jn*oj)h*» j)r<*s(*ii la 1 toll > 




, 


X 








X 








1 'art ici }>at(* in iiie<ha >eh*(*tioiis 


V 














X 






i. Ai cclv iiH'oiiiiiii^ promotion ma t(^ rial 








A 








X 






o r.n r*,*! ^ r^^ A ' 

fvilow te<'hiii(pics ot pro<hiotioii 






X 










X 


- 




11 dp tormiihitc ropv p hi t form 


V 












X 








hit<'rpr<'t r<*?*iiM> \o clit'iit j^oals 


"v 












X 








1 )et<'riniii<' \ isiial treat iiuMit 








X 










X 




Participate in prothiet treatment 


f 


X 












X 






C O STT' 

(viiow rehiti\'(* <*o?its ol tiint^ h*ii*^ths 














X 








1 hi\ ^<*in*ral nh'a ol program ea.-^ts 


V 












X 








iXllOW 1 0>l»IK I • 1 •IFIFIF OcMK I ll> 


V 














X 






Know >peeifn' rat<* ear<L»* ami \ariati<ni?« 








X 










X 




Head t rade h(»oks and daily pa per 


V 
*\ 












X 








1 ^ist4*u t o rad io 




X 












X 






W ateh t (*h*^'i?* ion 


V 












X 








Fohow eontro\er>\ and hroadea.-^t philo^oph\ 







X 










X 






Participate in hroach^ast meet ^. eon\eiitioii> 


















X 




Know spe<Mfu' markets hroadeast <'haraeter 


1 






\ 










X 




Know major ^tations in major inarket;^ 






x~" 












X 




Know >tatioii facilities (power. fr<Mpienev. <'tc.) 








A 










A 




Know ueiieral patterns of station nierchaiidisiii*: 


\ 












X 






- 


tie aware of network mer<'haii<lisinii; possihilitio 


X 












X 








l\iiii\4 \4li:>t VAiit i^^lli <r|kt I r*itttt st:it>fi>1k; |jtj*:tllv 
ixiivf>i T^ii&ii TVfii ■iifiii ^iiiiiirii^ ivfv&iii> 


x 












X 








L nderstand tlnMr advaIlta<^es• <lisanvanta«;(*s 


A 












X 








Iv 11 f 11l*t\4f'tt*k' llllll Stlltltfltl J'tY'tJ^t*'ltlt1<>' Yinttri^r'ttte 


V 

-\ 












X 








Know concepts of coiiipatihle pro<;raniiii<; 


X 












X 








Uiiderstaiul a<Ijaceiieies. time prohlems 


X 












X 








Help seh'et talent and theme> 








X 








\ 
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Know pro<:rani t>pcs for aiidience> 


X 












x" 








Keep updated on new ?liow.-% (iv) 


X ~ 












X 
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SIZE OF THE POST-MIDNIGHT RADIO AUDIENCE 

Uomrs naiiifi radio after niidiiifiht hy thiir zottr. Jamiary-FrhniarY 19^^^ 



SUN -SAT. EST CST PST TOTAL 

(local time) (000) (000) tOOO) (000) 



I2:()().I2:;5() ii.in IVi:^ 2^9 214 1,328 

I2::^()-I :()() 679 253 161 1,098 

I :()()-! :;^0 33l{ 221 131 930 

l;;i().2:()() 309 170 132 811 

2:()().2:3() VM 133 1 I I 704 

2:;i().:i:()() 136 107 631 



) r1 HDSIK K: Xieisru ai crage minute data sfiow post-midnif^ht indiomt^ listening is ahout onr third (30^^( ) oj the 
i'lenin^ (6 p.m.-midnj^ht) h'lrl. I^ost-midnifibt audiences aho ref:ister roughly Ut*^f oj hoth morning and after- 
noon feteis. Aetna} pre-midnifiht winter andienfcs (in nii!!i<tn.s} are: morning^ afternoon. eiening. 3.0 



Why post-midnight radio pays off 



^ I.<)\v-l)ii<ljj;<'l iHlverlisers, faced hy risinya <lir<M*l iiKiil 
<M)sls, <lis<'<)vrr nii<*x]HM*l<Ml afler-ini<liiij^lil au<Heno<*s 

^ riiouj.'jli au<luMic<\s ar<* sniall<M% M<ni<*ly lu*arls" ro]}\ 
rornuila in these hours hiiihis siirprisin<^ sah's vohiine 



M ifi' Uitst'iifirld. Jr.. is a 3u-\ ear-old. 
1(>0 11). >(nitlic.rii<M' witli a firm Ixdid 
lliat ho < an srll auylluiijx, Thi^ roii- 
ii<l(Mi*'<^ \<'ar^ aj^ft t<ntk liiin out of iIh' 
iic\\>])a])ci >alc> and ])i oniotioii l)n>l- 
in \<^w Orleans and jtnl liiin on 
the air in the afler-niidni^lil Iioni>. 

ro<la\ ''Hiir Joe' i >ee <*ul ) is ludd- 
iii</ forth (Ml a uow sixdionr >tn't<h 
\ ia \\ \li( ,. \e\\ ^ <nk. se\en niiilil** 
a wook fioMi nTMlni^ht l*» 6 a.m. in a 
sales-( iilei taiinnent tai ni\ al pnrallehul 
h\ nianv another station across the 
( onntn. 1 hat "Uiii J<te" had th<\i:<)od 
toi tnne lo land in the P>i^ Time in 
New ^ ork ha-ieallv i> the afterniatli 
of ^onle hijj^-tinH* ]»nl)heil\ lie once 
li;:ni<-(l in lie .sponsoKul a "ship of 
frien<l>liip" to 1 rnn( i* loade<l with 
luod and ^ot hini>elf on a h>t of front 
l>a-e-. 

\\ hat makes ''Hi;:: Jo*-** and Ins 
hi rth<rn a< r(t^^ the nation all tin* 
nioH' mttew ot tliv i i; lit iiuw i> thi?^ : 

• ( < 1 tain jnodiK t* often n< w 



(tiio lend lh<*in><d\e> IxnI In an *'iii- 
tinuite intro(hi(lion to ii nune. or 
h\>^s >]>eeial class of li>lenei<. 

• Tli<^ HTenl liik<" in ]to>tal rate> 
run inak** radio s<^lliiii; (dieajxM' than 
mail >eirnij:. 

\ti aniioimr<Mnenl in "Hig JoeV* 
all-ni«:lit s<'s>ion sells for .>23 i 
ajzain^L ^6t) for an annonneeinenl in 
[>rim<" tiiiuM. l*'or this \<>n will find 
yonr^elf in a mi\e(l eoinpaii) of ]>rod- 
nel> main of wliieh *M>if^ Joe* him- 
self (jwns. ^'ear> alio he di>eo\<M<Hl 
th<^ ]nill iA lale raditt. and rea^oiiln^ 
that w hat worked w<dl for (ttlier> 
ouizlil lo w(nk jii>t as well hn* hiin 
became his o\\ n sponsor aloiii: w illi 
hi> (dioies a> an eiit*M taiiKM . 

Im* <*inotioii*^ "Ing J<te* tajts in his 
(lee[)-iii<;lit aiidiciKM' Ifinl lo he two- 
fold: tlu' li>tenei i^ alon(» (tr s<Mni- 
loneK and thus w tdcome^ a friend : 
moreo\er. In^ jnohahK iMi t <Mi<jra;:ed 
in anv di>tracliivi activity and hence 
re])re>(Mils a xnl of ea]>li\<' ainlitMice. 



Thi\> the p<dliiiji l<"clnii<]iie.'i eonsi.^l in 
in\ ol\ing the li>lener in some kind of 
en<h\T\ or alonir tlie>e lines: 

• \ elnl) i> ji<Mierally the corner- 
^toiie of >indi a ])ro<:rani. 

• l lu^ t<dephone is an iiKlis])ensil>le 
adjunct. 

• Aiiotlun e»enlial: a nmning (M>t 
<jf (diaraeler."-. wlio>(^ personalities de- 
\(do]) night after nip^ht. week after 
week, much as eliaracl<Ms in a ])hi\ or 
soaj) o])(M'a. 

"Hii; Joe'* u>e> all the>e le(dini(]ucs 
]tlii> his (dd in.'-tincts for ^ellinir 
iiilani:il)h*> a> \\<dl as tanirihh\>-. 11 i> 
IIaj)j)inc.ss Exchanf^c w hip> ii]) a 
>t<u'in of conctMii o\o\' th*^ financially 
di>lr<'s>e*l of tin" Greater New ^'ork 
area. 1 h' hrini;> in ahoiit S130.000 
for them e\<M*\ \ear. ami i^ licensed 
as a pri\at<" w<dfare aiicncy. 

TIh^m* ai>i)lieanl> mak<" up [hv cast 
<tf (diaract(M>. I 'l ln^y appear on the 
.*^how. if lli<Mr case i> deiMiied worthy 
enoii<xli.^ riie telephone and the cluh 
of iisteiKMs start lo work for them. 
Menu's how "IJig Jo<^ * lia> iisetl tlu^se 
(dements \o >o\\ o\ er 3.000 (tf his 
own Jai>an(»M"-ma<le lran>i>tor radi(»? 
in four month> : 

• l)emonAtr(\!\on. '\ho clnh did 
tli(* dem<ni>t rating for ^lim. Wy 
kidding that "\ on ean*l e\])ect lo 
pick mo 11]) on the traiisi.*-l<n' Ixnond 
a radius of 100 miles or e\ en as 



if. 
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close to int* ns a subwny," li<* got the 
telephone to riiij: fmin I'^loricUi, 
xMinne>otii, IVxas eiistoineis re- 
fiiliii*: liis elniin ("I'lii li>teiiio2: to 
\ on now"). He al>o uot a call from a 
?iil)\vay >to|). A <H)n<lu< tor \va.^ 
picking him up just fine. 

• l^roffi at ion . rn c r r h a n <l i .s i n ii. 
Guests on the ^i.\-lIonr >lint <a ^ho\^ 
l)^^iness or pnhli<* figure) g<^t radios 
as gifl^ -a fine chance for theni to 
talk ahonl the compact ^ize, the 
hennty, tht* tone a> th<*y look at it 
and te^t it right there and then. 



• (^of>y c/frt/iiic.s. IIk* tele|)hniie 
pro\'ide<l an excellent. (>ii-th<*-spot 
way to te^t eoj)\ aj)|)i()aciie>. K(»cn- 
fiehl sa \ ^. At th<^ hegi mii ng nf tlie 
cam|>aign in mi<lAo\ eniher of la>t 
\ear, tht* ai)|)roach changed alnio>t 
dailv. 

• Puri'hasinii /Icxihih'ty, 1 he co>t 
of the radio < ^r20.73 1 Is high for a 
dircxM mail item. Ifnw inan\' pr()>perts 
are heing lo>t h\ the lumj) >mn re- 
<piirem<Mits of a dirtM t mail re>|)(m>(*? 
ixo.^eiineid wondercMl. lh» |)nt it to tin* 
te^t 1)\ ^nlige^tini; a mail-in (low n pa\ - 



ment. which uork> iu>t hn< h* .1 1 - 
With hi> radi<» going at lln lat* 
of 1 .300 a month. Uo^rirht-ld lia-- 
ordci ed 16.000 more. ap|)a mil 1\ 
^tM'iIlg 11(1 >ndden end to the lopmi^e. 

\s for otiiei product^ that can he 
sold after midnight. Kn>enfiel(r- >|)oii- 
sorcMl li>t pro\ ides a good >:Mnpliiig: 
(I I ( ostnetics. lln include pel- 
fume. toiltM water, hand and f n » 
lotion, and hath oil i thev make u{» 
tin* ('hoo-Choo (.()>metn> hiit\ named 
aftei his wife, who also i> well-known 
i PIrasr turn to poi^r 1 



PERPETUAL MOTION is stock in trade of "Big Joe" Rosenfield (WABC midnight-6 a.m.) impresario. His six-hour stint moves t,500 radios, 
200 cameras, 1,000 lighters a month, plus vitamins, cosmetics, insurance, washing machines, etc. He moves merchandise with hard, personal sell 




New light on video's summer dip 



^ S|)('i'ial i\i<'lsen tahiilatious ex])lo<le some <m>iiiiiioii 
a<Iv(*rtisinfj; assiiiii|>tioiis ahoiit viewinji; in hot weather 

^ Nij^httiiiie stiuly shows ahnost as many homes watch 
tv weekly <hiriii*i; the summer as <luriiiji; the winter 



Minnie siiuijr a^MHlll^Ii^>ll^ nl><)iil Mini- 
lucr vit'wuii: luv due In Ix' knockrd 
ftti* a loop 1)\ >()iMo now Xiflsoii 
ro^oiir(li on tlio Milijoti. 

1 rosearoli niako> oloar tlial nd- 
iiion onti IK) loiigtM* inipro^> a clioiit 
l>\ Hjihih lossiiiji ofT sucli pill aso> 
a> "Suitinior \i»*\\in*: is down a third. 
\ oil kiit)\\ 

1 liou^li ihis ^lalonioul i> ii no in 
a lituilod MMiso. tlic new 1\ -tvloasod 
NiolxMi dnla Mndoilino> .^otro >laiilinjr 
(pialifioalitni^ anonl llie >ntninov dip. 

Item: In a I) pioal >uninHM* woek. 
alntosl a^ niain dil^Monl honH> 
waloli ni<ilitlinu' l\ u> diirin*! a Ivpi- 
oal w inler w t*ok. 

J lotii : 1 K'a\ \ >nninuM \ irw oi > w atch 
ahno>t a> ntnt h a> lioa\ \ w inttM* \ icw - 
ors at ni*zht. 

lloni: Tho all-'ntipoi tan! hir*ro fanii- 
lio>. Ivpo^it()l\ of >o nuich huvlnp: 



powor. tend to \ iow hoa\il\ in tho 
Minnnor a> wtdl as iho winter. 

TlR>e faot^ oonio out of tahnlations' 
poi formed h\ \ lel^en for (he fir>t 
time. Iho} answer a number t)f 
(|ue>lion^ ahout >utinner t\ that time- 
luueis and researchers have 1 een a^k- 
iii^ thetnM'he^ for some time. Siiitc 
the material ha^ not hccn wideh eir- 
(ulated anionf» \ielsen (lients, sl*o\- 
s<n? pies(Mits the ^utmner >tnd) in its 
entirety helow . 

Ihc Nielsen stu(l\ i> hased on a 
et)mparison of nighttime \iewin<i thu - 
inji the 2-0 Ahirch and '^9 August 
wcek^ hist \car. Detailed tahulation> 
(hiring the fust week <tf Ahirch are 
an an>mal alTair with the research 
fniii and are the source of much l)a<ic 
thila on the ditnen>ion> of \i<h*o fas 
well ii- radio). La>t fall Xielsen'- 
1). Me()laliier\ to>sed a hatch of 



puneh cards into the firm's hngf IBM 
mil w to get coniparahle data show- 
ing how the I audience reacted 
to tv during the summer. 

"ilie first iiasit^ figures w t)rtli not- 
ing are that t\ > w eekh audience 
(luring tile >unimtT ruhs right against 
the \vni[(T ceiling. Speeificalh . wiiile 
t\' r(\ached 10 inillioti homes during 
I lit* March w t^^k, it al^o reached 39 
million homes during the Vngust 
week. Ill terms of the total I .S. tv 
uiiiver>e. this reads a> follows: dur- 
ing the w inter 94.2' f of all U.S. tv 
homes watch t\ at t)iie time or aiit>ther 
during a week's time while during the 
^nnlnler the figure i> 90.9^7 . This is 
a decline of (nil\ V < . f?ee chart in 
low(T h^ftdiand corner.) 

True. a\ erage liour^ per home were 
down ahoiil . The weekly figure 
during the winter came to nearl\ 2.5 
hours, while the summer total was 
a little o\er 17 lionr>. The (pie>tion 
often hccn a>ked whether certain 
homes stop watching entireK (hiring 
the summer while others maintain 
w inter \ itn\ iiig le\ els or w hether \ iew - 
ing g<K'> down across the hoard. The 
an^w er apparently is that tv homes 
generalK ttnid [a watch le^^. 

Ihit the >tor\ dotvn'l ^lop there. 
\\ erages hide a great deal of infor- 
mation. ()h\i(>usl\. all homes don't 
wat(li tv the same amount of time. 
Some watch le^s. sonu* watch more. 
Doe.^ the illtell^it\ of \ iew ing vnry 
ill n pattern similar to winter? 

To get this answer. Mt(;lathery 
pairetl tin* winlei and >umiiier audi- 
ence^ h\ tpiintih^s. A (|uinlile i> 20% 
of the total, nothing more. The winter 
inidicnce \\a^ hrokeii down into five 
etpial parts and the part^ wert* ranged 
in order of inlensit\ of \itn\ing. The 
^anle was dtme for the summer audi- 
cnee. Thus Mc(datlicr\ coultl com- 
pare the lightest \ iew ing 20'? dur- 
ing tlu* w int(M w itii the lightest 
\it"wing 20' ( tinring the ^nnniMM* — 
and so on down the line. It should 
he noted tlnit the liglit-\ iew ing (piin- 
tile during the winter dtx*^ not neee.^- 
siiriK contain the siinit* group of 
homes as tin* liglit-\ i(*w iiig (piintile 
during the summer, etc. (See cluirt 
on holloni of opposite page.^ 

(^)niparing tin* tw o aiiditMu^es is 



WEEKLY SUMMER AUDIENCE DIP 4% 



AVERAGE MINUTE 
AUDIENCE 



TV HOMES 
REACHED 

•000 



INDEX 



WINTER 



55.5% 



23.588 



SUMMER 



15,824 
66 



WEEKLY CUMULATIVE 
AUDIENCE 



TV HOMES 
REACHED 

'000 



AVC, HRS. 
PER WEEK 
INDEX 



94 2% 



40,035 



100 



24.75 
100 



SUMMER 



90.9 Oq 



39,087 



96 



}*<r<rnf of fr homes mir/in/ Ouriup a npiru} stnumrr urch is 
f/ir Uiiitrr t/irrhiii d f\!fr<'<rf uinfcr H(*rh, soerial rest 



17.02 
69 

t^f }rss than 
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BIG FAMILIES ARE HEAVY VIEWERS IN SUMMER 




if in f IT and >ii miner nowins: homrs are arranged h\ quintifes Uhat is, hy Ufth.s) tn ortfer of intenstty oj ri ruins in chart 
above. Mehen figures imfirate that the larger jainifies tend to he the hraiiest rietrers during hoth ti inter and sumtnrr 



nli<:litenin^. Tlu* ruinpjri>on showed 
that the lighte>l >minner \ iew er> 
pent about 60'^ i less t iiiie with l\ 
ihnn the li*;hle>l winter \ieuers. Hut 
the hoa\ ie>t suinincr \ie\\er^ >pent 
,onl\ ITS' les> time with t\ than the 
hea\ie>t winter \ iewers. The (|uintik^> 
in between ^howe(l eorrespt>nclin<z (by- 
lines in \ icwin<:. 
One resuh of thi> pattern is that 
the hea\\ (juintile during the .sum- 
mer ae(M»nnt> for a <»reat«*r share of 
total Minnner \iewin*r than the hea\ \ 
^iewinf: (juinlile in \v inter aeeourrt> 
for in the w inter \ iew iniz total. 
Puttiniz it another wa\ . h(»a\ \ sum- 
ner \iewer> are reladvel) hea\ ier 
than hea\ \ \vint*'r \ iewer>. In ternr> 
)f \i«M\infj time >hare. here are 
he actual r»<:ure>: llea\\ suiunier 
tiewers account for 36''^ of all sum- 
mer \iewin*:; hea\ \ winter \iewers. 

the other hand, acconnt for 'My < 
of all w inter \ ieu iiiix. 

But McGlatlier\ wa> -till not 
'fiiii-hed. He took each (juintile. 
\nnter an<l su nuner. and broke it 
down b\ >ize of famih . (See chart 
id^o\e. ) \ clear pattern eirierired. 
Lariie families tend to be liea\ \ 
\ieuer> — both winter and -utnmer. 
The pattern is less marked in th(^ 
>ummer but it is there. noncthch'>-. 
Out of curiositv. Mcrdather\- did 



>ome m(tre manipulation w ith the 
(juintile figure^, lie wanted to find 
out whether the "-mall familie^ lone 
to two p(N)ple) (lifTt^rel in th(Mr 
\ iew in<i from large families ( fn e or 
more) within each (piintile. wint(^r 
and ^unnner. 1 he an>wcr wa> that 
the difTerencc.- were >li<rht. That i>. 
\iewing b\- >mall familie> antl large 
familie> in the hea\ \ \iewinir tuiin- 



tilt*s do not diller from each other, 
w inter or >ummcr, etc. 

Ab (datlier\ did one more major 
tabulation. He w anted to compart^ 
audience C(tmpo>ition throughout the 
(^(Miing. lo ^implif) the c*>uipari>on. 
he u^cd onl\ the fir-t 13 nnnute> fed- 
low ing eacdi hout from d through 
10 p.m.. New ^ ork time. ( *^in( e New 
^ ork tiuu* conipari-on^ are of \alue 



HOW SUMMER TV AUDIENCES VARY 





WINTER 


SUMMER 


SEASONAL 
DECLINE 


TV HOMES REACHED 




90.9O0 


4% 


LIGHTEST VIEWING 209o 


11.58 HRS. 




•1.79 HRS. 




NEXT 20% 


20 63 




11.16 


46% 


NEXT 20% 


25.06 




16 61 


34% 


NEXT 20% 


29.55 




22.00 




HEAVIEST VIEWING 20^h 


37.0-1 




30.62 


17% 


AVG. HRS. PER WEEK 


2-1. 75 


17 02 


31% 


Mefsen riruingtfuintih'-i (arranged a.s 


in chart at tcp) ^^'f'^7 h^ 


■.T!*^' surt r 


rim ers watt h almost as ni^iny hours 


u r*djy n\ ( i 
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primal il\ f<»i iictw oi k adxei ti>t'i 
llu' aiHlit'iirt* roniposilioii rharl below 
t (>\('i> onl) tilt' li(»urs of i) llirouuli 
10 p.m. 1 lie two oai lier Iiour^ are 
in >[alioii option time. ) 

()\«'r-all. tire fitnire^ >lio\\ e<l \ iew - 
in;i huiltlinp: ii]> u\er [lie evening to 
a peak dm in^ the 0 0 :1 ."^ jx^riotl, 
l)otli winter and ^nmniev. dlieie wa> 
a not it (*a Lie droj) in total aiidienee 
at in p.m. duiinu tlu* winter while 
the >ummer 1() p.m. total was at ahout 
the same le\el as th(^ summer 9 p.iu. 
view iiit^ tol al. 

Jn eomparinpr total andienee> w hi- 
tei and -nmnier, the ri^nie> >ho\\ed 
the ^Meate^l siuimn'r dip in the 7-7:l.^ 
period. I he >uninier le\el wa^ oid\ 
"^iV '( of the winter h«iure. IIowe\er. 
the u inler-^umniev jrap narrow^ a> the 
evenint: <j^ro\\ > later, an f\peeled j)at- 
tei ri I»eeau>e of llu long ^nInmer da\. 
Dnriiij: n-fi;].! the >nninHM- Ie\ (*I i> 
'yV^^ of the winter; at it i> 

or. : at 10-10:1') it is no^' . 

>t > fa I' a-^ audience eoinpo>ltion 
-;or>. hrrr s what the w inttM Mjnimt^r 



eoiupaii>on >htn\ed. 1 he percent of 
ehildren in the t\ aiidieiiee deelined 
as the e\t'ning ^ot later, the jiereeiit 
of adults ineiea^cd and the percent 
of teen-age \ ieweis remained ahout 
the >aine. The pattern wa> followed 
in hoth the winter and .-uninier. Here 
again there wa^ nothing unex])e('ted. 

Wdiat general c()nelu>ions can he 
leaidied from all lhi^? Fir>t of all. 
an\ ad\ erti>er can as^mne he w ill 
reach aluio>t a> man\ homes during 
the '-innnier a> during the winter. 
'rhi> i> true e\en for a client wUn has 
one connnercial on a w eek. W hile 
>uch an advertiser will reach, on the 
a\eiage. a third fewer homes at nighl 
with au\ one connnercial. the tinn- 
o\er in audi(Mice over a few months 
i> likeh to ro-idt in hi- hitting a 
homes t<jtal greater than the a\ erage 
mimrte dij) woirld indicate. 

Foi* th(^ j)arti(MaIarl\ actl\e >umnier 
tv ad\(Mti>er. the piol»ahilit\ is that 
his >hare of the winter aiidienet^ gct> 
ch^se to the 9()S' Ie\el attained h\ t\ 
in one hot wtntther w eek. (h er the 



summer lie iiia\ eon(^ei\ ably reach a: 
many dilTereiit home< as he does dur 
ing the w inter. 

The summer client will not niaki 
as nian\ total impressions, of course 
1 n other w ords. hi^ fre(pieney-per 
home will be down from the winter 
Hut if he wants homes coverage. In 
can do ju>t as good a job during thi 
summer, esjiecialh if he concentrate 
on late e\eniiig times. For the 52 
\\(*ek network client, the relativeb 
high sets-in-u>e during the latter par 
of the "^uminev evening is <oinethin< 
to be kept in mind when ])eru>ing tin 
stdiedule for a time >lot. 

Finalh. there's the matter of th( 
wide variations in the amount o 
home viewing. To tho>e clients in 
dined to write olT homes rea(die( 
with low fre(|uene\. >unnnei t\ >houl( 
ha\e a jiotent a]>]jcal. For the ligh 
\ iewer i> of le>>^ importance in tin 
•-unmier picture and the hea\ \ \ iewe 
i> of corrc>])ondingl\ greater impor 
tanee. \nd there s ?till the big fam 
il\ a\ailahl(*. ^ 



TV'S AUDIENCE COMPOSITION, WINTER AND SUMMER 



r do list Oil audi ('lire, uh'ik u o/nriu 
( hiklrciu hwn-diii'is. during period 
\J(i/(h- tfiiil vs. July-Ju^u.s/, lO^JJ 


8-8:15 p.m. 
Mon.-Fri. 


9-9:15 p.m. 
Mon.-Fri. 


10-10:15 p,m. 
Mon.-Fri. 


Winter 


Summer 


Winter 


Summer 


Winter 


Summer 


TOTAL 


\<». <»!' \ iewri's 




36.550 


t l,\ in) 


47,623 


57/)70 


46,384 


CHILDREN 

(l-ll) 


\<», ol \ er.s 
ol' aii(li(Mi('0 


27 


9,138 
25 


1 i..23n 10,001 

20 21 


6.377 
11 


6,494 
14 


TEENS 

(12-17) 


^} of aiHlinier 


fL20n 
12 


5,117 
14 


12 


6J91 
13 


(>..r7 
11 


6,030 
13 


WOMEN 

(IJi «Mrr) 


\o. of vie\^<*rs 
oF ainlieiM'e 


2:?.257 


12,792 
35 


27.o:u 


18,097 
38 


21.026 


19,017 
41 


MEN 

(Hi .V uMv) 


\o, of > ie\v<*r.*^ 
''^ of aiHlieiKM' 


27 


9,503 
26 


2i.:r>6 


13.334 
30 


14,843 

32 



Mt lsrn (ludictK (• romposition fif:}in's point }ip ftirt that ivintrr and summer patterns arc identical. Percent of children 
dnfitif percent oi adults in*rea.>>e. nhi/e f>ercetit of teen-af*ers remain same a.'i ereninf: hour fets later. To compart^ audi- 
■ 11* f dian f{*ta/ I .>>. hoii.seliold eotnpi)s{(i()n, here's the latter: < hi/dren, : tecfiai^ers. 12^* • women, ; men, .I'J^f 



Newspaper 

promotion 
stubs its toe 



^ ANPA's Hiinaii of Adv 
IOiiKmI u|> on ra<lio-i>rint comparison 

^ II-R r<\s<*aroli <llrt^i!lor fnuls Haws, 
lurns tables in r<\soarcli oonuli'rallark 



laluahle data about New spa pen 



AND NEWSPAPER MARKETS 



ifm lUVfAU OF AOVf «riSfNC Aiii«r«<«n Hnmipmpmt ^tiMu^vri AiiMMtio* 



7>;-- jA>t!ft^ nft^fCTk rft'll j" r--* ■ ' f 

A atLArr of (U polvntisl »iuJvrnc« At <l«jr» tb* tjrj.i. iJ »io( <i>iTirntt 



6>^i .IT'-d RdO. 



60 



1* 



to li*rc rcAcl), »al(t itnpact «nd cf>»t ffT'c 



I tK. I .S.A. 



Reproduced obovc is release put out last month by American News 
paper Publishers Association's Bureau of Advertising. B. of A. claims 
typical spot radio plug reaches less than 1% of "potential" audience 



attiick (^n riidio l)\ Tlio Inn can 
of A(l\ ertising. proinotron aim of 
the American Xt^w.^paper Piil>li>lier> 
\ssii.. was found n> full of holes a> 
Suis-^ eh(*ese l)\ the ie^(\irch direetor 
of ll-l\. >tatioM r("j>re>entati\ e. 

The 1^. of \.. in a relea>e earl\ 
h>[ rnorrth < >ee K^lenso reproduced 
above) eonelntled that a t\pieal ra- 
di** e4>nnnereial rcarh(*> le» than 1 ^ r' 
of its "potential audi(MK'c. 

The star tling fact u a^ (K»\ (doped 
throu<.di the ft)llo\\in^ 1o<.m*( : 

1. The "a\(M-agc (La\tinie netuork 
radio piogfrani rcaciic- 2*"* of the 
lioine> with radio >t^t>."" Source ^n'ven 
i> \ielxMi for the two weeks ending 
31 October lain. 

2. A '■t\pi(al .-^pot roinrner( ial on 
radio reaeh(*> about one-third" of the 
program audience. Source gi\en i> 
Keinon 5^ |-lckluir<ll research e^tinia- 
tnig an a\erage "noting" figure for 
'^jiot radio conun(^rcicil>. 

3. Erg4). "a t\ pical tla\tinie .'-pot 
radio connnercial reache> onU .67''' 
of its j)otential audience." 

Tn an effort. apparenlK. to add in- 
sult to injurw the H. (^f \. added 
that even small-lineage ad? faroinnl 
60 lines), have a Starch noting >core 
f>f about 5*^^ . 



Snapp(*d Mi^-^ \\ er\ (iib>on. i e- 
^eari li flireoU>r of tlu» rep fn ni : 
"Mi.- leading. ha>e(l on (pie>lionabh* 
in(^tluMbdog\ and practicalh worth- 
ier- in ternr- of nu^dia e\aluation." 

In junnbing the fir-t h4)h* in iIk* 
n. of \. figiiH'-. Mi>> (Jib-on pointrd 
out tho basic rompari>on w a^ w a \ 
out in left fudd. 1die newspaper 
bo\> \\ere n>ing fidl radio oinicrship 
iOT*^' of the I .S.) a> a ba-(^ in one 
( a>(^ and new>papcr cirriilation a> a 
bax* in the other, she -aid. \ew — 
paper cin niation. -tate<l Mir> ( Vdi><)n. 
i> "e\tr(Mnel\ low in nu»t niarktH-. 
For example, in l>o>ton the heading 
new -paper s circulation (])ei \]\C 
figine-) i- (tnh lO.cV 4)f the fanii- 
li(»> in the retail trading zone Ian 

\\\C de-ignat ion I and the UMMlian 
paptM- reache- about 7 ." In Ko- 

\ngrl(*-. -he -aid. the ni^'dian figure 
i> about i:^^'. 

l luM ebtie. Mi-- ( Trb-on implied. 
1). (d \. -hoidtl ha\(^ nudtiplied the 
."^tarcli noting x^ires b\ sntdi fignre- 
as tlu*-e market nuulian-. (>l*()\.'-til{'- 
rriathematician- did -o. di-( ()\ ei ed 
that >hare of fauiilie- reached in 
lio-ton b\ >niall new-[uiper ad> would 
cf^nie to .3.")'"' and in Los \ng(dc-i to 
fulh .^o^ i. 



Mi>> (]ib-on not(»d tliat -ur\e\- 
lia\e been made to giitber ne^\spaper 
at! noting >c4)re- u-ing thf ^-arnr uni- 
\t'r-(" a> ra<lio rating-. \ l*id-e -tnd\ 
of 70dine ads in Lo- \rigele- -bowed 
the b>llow ing rating- f^n four L. A. 
papers: .1. .2. .2 and .1. 

This wonhl app<*ar to rontradit t 
the statement of the 1>. u{ \. in it- 
r(dea>e that. 'M n daih n<'W -papt'r>. 
it i- abno>t inipo-^ibh* to bn\ an a I 
that will reach a- -mall a -bare of it^ 
potential iiudicnce a^ dor- tin t\ pi- 
ca! >pot counnercia 1 on da\ time 
radio." 

Finalh. Miss (nl»on nut(M| that 
the n. of \. didn't l<dl the wlndr 
-tor\ about K^wl '- r(\-t\arch on noting. 
What the agenc\ di^l was rt lat^ 
Mffting to (ir(ulalion btr radio, nc\\> 
]iap(^r- and other media a- \\ell. Ih^ 
figure- for both a L.^OOdint' blark 
and-white new-pajXM ad and an < irb 
morrring rninntc on radio canit t< 
on(^-tbird in both <";i>es. 

< r** tho-(» inlfTc-ted. the 
noting -eoi(* bn* -pot h \\a- tbr ^:jm 
le\ (d a> .--pot ra<lio. ) 

I nrthermore. the Kv^l -tti ' J- 
compar(Ml co-t-pcr-1 .00() jin; f ^^i..»^. 



asr turn fo 
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A SiMHisor Spoof 



THE 



Ml. l)()ii^la> Kniino!!. Pres. 
Kminoll A(l\ crlising Inc. 
10 i:. 10! h Si. 
\ tii k 1 7 

\^ \\vn \()U en<iajZ(Ml u> )()ur Pub- 
lic Ui'lalioii.^ Cdiinscl we told you we 
vvdiild work with **mi<ilit aud main" 
to huild uj) lh(^ "Emnioll inia<ze.'' 

Well, we lia\(^ lesearclied llie field 
and (*onu» up with a real hloekd)ii?ter 
of an itlea. 

liijiht now all the hi^ men in adviT- 
li>in^ are making «i>e(^ches on 
"What wronjr with i\ i)ro<iraniing?'' 

(Ian \ on f:i\e ns a l(H)-wtird state- 
ment on thi^ suhj(*cl? Please make 
it sort id strong and statesmanlike 
as w(» want to i)lant it in a real elass 
l)id)Iieation like Fortune. 

Sinet^reh , 
Don 

Mr. Don \(k1 

W inken, Hlinken ^ N(k1 

()i)2 K. o3th St. 

New \uA 22 

Dear Nik! : 

\re \ ou nuts? 

If 1 go somiding ofT about Iv pro- 
grams. I'll be up to m\ hii)s in red- 
(Med elienls who want to (\aneel the 
l)rograms We htniglil for them. 

I'm all for building an ''Kmmott 
image." lint ma\be \ ou don't realize 
that ;igenr\ men lune g<)t to cat. 

Sineendv. 
1). K. 

Mr. D(»nglas Knnnoll 
I*^nnnott \d\ ert ising I nr. 
ilO K. l')lb St. 
New ^o^k 17 
Dear 1). K. : 

\l)l)ai iMitl\ \ ou liaMMi't been read- 
ing the i>ai>eis ieeentl\ . 

In tlie i)asl {e\s months nn^i like 
Kidiert Lusk of HMi. P>art Cmnmings 
of ( ionijitori. John Cinniinghani oi 
(!\\\ and Hnan llon-l<m of Hr\an 
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THINKER (P.R. VARIETY) 



Housloii lui\<' riKul(* news wilh iIkmi' 

'Hk'sc men lire iill IiciuU of lLir<i('. 
I respcctahlc iul\ (Mtr>in*: agciicio. If 
I th(*\ can talk ahoiit h. >o <'aii you. 
\V«^ \\ mil lo \n\\U\ \ ou u[> a> llic 
header of a <:r('al niovcrncnl. sort of 
llic K<l Murrou of a(I\ CI lisiiig. Please 
let us lia\(' \ our lliouglUs. 

Siii<'<M eI\ . 
I). \o(l.\.i). 

LMv. Don \o<l 
\^ ink(MK I^Iinkeri Xod 
002 K. -Villi Si. 
\eu ^ork 22 
Dear \o<I: 

' M\ ihoufilils on l\ [>ro<:rauis ai<' 
short, simple. aii«l I liope sueel. 
M\ fa\orile prof»raui> are \\'ag,on 

^Train, Gunsmokc und Mavenck. 

M\ fa\oritel\ chnra('t«M'> are Major 
Adams. Flinl M<Cullou<rli. Chesler 
G<M)(le. Doc. and l^ret Ma\"eriek. 

! \ think lliex* [>r()<:ranis are. rori- 
sistentl\. the most uialure. ino>i pro- 
fessional, hesl [M'odueed sliows on tin* 
air. and a> well a> ihe niosl inlerest- 

'ing. 

I I think uiosl serious t\' dramatic 
shows are tripe. 

, I [)artieularl\ de>pi>e those written 
"h\" HolK woo(I-t\ [X' [)>('udo-inleHee- 
'tuals who wanl to elout o\('r tlu^ 
Jiead with iheir dark. I>n>oding brand 
of corntM- drngstor<' psy<'liiatry. 

^ure I'd like lo xv* more good t\ 
'programs. lUu let\^ lun e fewer of 
Ilhose inet^stuons dramas ah«)nt tli<^ 
'awful neur«»ses of a SIOO.OOO a \ear 
tv wriler. 

Vr>.. 
1). K. 

Mr. D. K. Emmott 
Kmmoll Ad\ertr>iug Inc. 
10 E. 40th Si. 
Xew York 17 
Dear Mr. Knmiolt: 

Thank \-ou for \our anHi>ing and 
remarkably frank i(lea> ahont t\ [)ro- 



gram^. I n fortuuatcK . liowexer. lli<'\ 
do not [) resent \ on in the kind of 
'\^tal<'>manlik«^" light w Inch we f<'cl 
nee<'>sar\ for llie "llmmoll image.' 

In order to sa\e time w<' lun*^ 
drawn up a sample >tatenient for \our 
signalure whieli. w<' feel ecrlain. will 
int(»resl the editors of Fortnnr. 

TV iMU)(;u\M> m:ki) moral 
li-:ai)EK>iiii\ .s\>> kmmoit 

"\\ c in ad\«'rti>ing ha\<* a gi'ie\ ou^ 
re>p()nsil)ilit\ lo pre>er\<^ the cnllnral 
postnr(* of our currenlly aflluent 
socieh." sa\s 1). K. Kmrnott. well- 
know n a(l\ crti>ing man. 

"As <nistodians of tlie t\ fare [)re- 
>enle(l in 12 uiiHion I .S. homes, we 
nnjst exercise our pr<M ogali\ es for 
overt, rather than hidden persnasi\'e- 
ne>s, and eIioo>e holdh I)etw<^en llie 
Sc\ 11a of laisscz jaire and the (^liar\ h- 
di> of nobliwse ohlif^e. 

'A\'liat is n<»eded in the present l\ 
>itualion i> a new l\p<^ of liberal 
moral ^(^a^ler^hip to figlit ihe threat 
of inUM'>tellar lotalitarianism. regard- 
less of creed, race, or pre\ iou>." 
# # # 

^^^Ien we recei\e \our writlen O.K. 
on tills, we will rel<'a>c it imni<'diatel\ 
lo Fortune. 

Sincerely. 
I). \o<I."v.p. 

1). \0I) 

WIAKFA. HLINKKX A\l) \()I) 
602 HAST 33TII ST. 
M-:\V YORK 22 

DO YOr SKKlOrSLY EXPKCT 
MI-: TO SIGN SrCI! G\H!l\CE OK 

IS THIS jrsT \ n \i) joke? 

EMMO'IT 

-Mr. I). E. Eiiiniott 
Eninioll Advertising Inc. 
10 E. lOth St. 
Xew York 1 7 
Dear Mr. Eniniolt: 

It i> (piite true that the t\ ■statement 
we [)repared for \ our >ignature goes 
h(*y«)n<I tlios*^ made hv Messrs. Cuii- 



nrngliaiii. Gurnnling^. Eu^k. and lion- 
ton. lUit we feel that ^uch It()l(hM 
is a \ irtue. and w ill [>hiee \ on in a 
po>rtron of "'rrnln.'^lrx leader>lii[) 
fa\orahle to the I'niniott Image. 

In drawing up this ."statement, wo 
wcr<' assi>ted I)\ Dr. \. \r(hrhol(l 
\itzw it/, the eminent rieur(»so( iolo- 
gisl w lio^e hook. "Ihe ."^^turm and 
Drang of Xutoiiiated Industrial ( ,om- 
iiiiinication" i> considered the mo>t 
reliable te.xlhook in llie field. 

Dr. Xitzw it/ a^snro u^ thai lhi> 
l\ pe of motr\ aled-orrcritation w ill 
buihl a [)restige image for Emnuttl. 

Sincer(d\ . 
1). Xod ' 

Mr. I). Nod 

W'inken. Blinken ^ \nd 
()02 E. 35 St. 
X<Mv Yi>rk 22 
Dear X,mI: 

IM<'a>c take Dr. Mt/wit/ and >tnfT 
liim up a rains[)out. 

Pl(*a>e also caiietd onr w<u king 
arrangement with \ on efTecti\<* ini- 
iiie(liat<d\ . 

Em jusl a liltle guy with a little 
ageiicN. tr\lng to get along. 1 don't 
uiider>tan(l tliiiig> like "iiiiagc"^" and 
"moti\aled orientalioii/' and I'll he 
damned if I'll he a [Kirty to '(Mil. 

Il seems to m<' that t\' today ikmmI- 
fewer talker> and more doer^ fewer 
gn\s ^hootillg ofT tlierr nioutli> about 
how horrible [)rograms ar<\ iin<l more 
gu\s tr\ ing to mak<' hetler >li»)\\>. 

II'.^ nol an ea>\ problem and I 
ha\(» no id<\i how lo fiml .such gu\.s. 
i^it that's the gut- of the iiiatt<'r m« 
niatl(M what Dr. Xil/wrt/ ^ays. 

.Ma\be lliat'.s not a .stalcsnianlikc 
>lalenienl. ami 1 gue.-> it won't inter- 
e-^t the editors of f ortune. \]u[ it s 
w hat I feel, am how. 

Srnc<T<d\ 
I). E. I inmott 
P.S. Don't ([note nie on tlii>. I realize 
[li<*se are unpopular si*rilirn( rits. ^ 
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ACCOUNT MAN 

t ConCd jrotn pafcc '^1 ► 

()\('r the j)Ii()iu*. (Mllin huiic- <>r ,»niall- 
.iii^'iu \ account jxH)])!** ( an rn^llc 
around and find the infonnalion. 
" l ite uuijoi a^M'l fov liirn lo lunc 
an ahililN to know uluil information 
i*- ne<*(l<Mi and uliric to il. >n\ 
\!r. lu)-enl)cr<». ** \nd anolInT tliinji: 
he ^liould nc\ci l>lnlT. There'*- nothinji 
u ronjj: uitli >n\inii '! don l know hul 
ril find nut fa>t.' 

"In a hifriier aiienc\. lie calls tlic 
co])\ |MM>on on lii^ |>rodu( I or ac- 
( ouii! if the ( licnl a>k> a coi>\ tjuo- 
lion. I he ^anie is true for an\ other 
( all for >[H'eiiie knoulediie. \n aiKMi- 
( \ hires specialists to peiform tliose 
-])('( iali/eti. >e*nnented jt»l» and it 
should rel\ on tlieir reconniuMidalion. 
The account man i^ tlie onh one with 
tlie Itroad. o\ cr-all j)oint of \ieu. So 
hi< knowledge need not and >h<nild 
not he specialized/' 

W liat should lie kn<jw ahout hroad- 
* a^t nietlia. in liirht of the >peeiali>ts 
wli<( l)a( k Inni uj)? 

lie certairdN should knctu relation- 
sliip^. patterns and 1 1 ends, says the 



a(e(»uut super\isoi. "Ih^ nin^t 
know general oj)eratin<: and profit 
trend*- in hroadca^ting. how network^ 
iind stations oj>erate in relationshij) 
to ea(di other and indejieiidentl) : how 
time cost> \ar\ from season to sea- 
son, hour to ho nr. from anin)unce- 
uients to sliows. 

"lie riot kn<)W sj)eeifu mar- 

ket*-. nnl(*sv heV test-marketing prod- 
U( ts. l>nt lie does, of course. lia\e 
to know where his (lient s hn^tue^- 
( onuv*- from, what lii^ elieul Is tr\iiig 
ttt do and what direction the broad- 
cast ^(liediik- >h(»uld take. 

"lUit he -lionld ha\(* ah^oluteh 
nothing to do with UK^lia ^election. 
I'lii*- is the jol> of the media de])art- 
meiit and lliat s w hat the) re hired 
to do. The same holds true for pro- 
grain selection, tlu* t\' radio units 
function; for eoj)} and for art. Hut 
the account man must set the cop\ 
j)lat form in line w ith the ( lieiit o!)- 
jecti\es and he needs to doul>le-che(^k 
fmal -stage cominereials treatment to 
he sure it"> eiitir(d\ in line with liis 
salc> goals. * 

\cc<iUiit people need no first-hand 
association with station and network 



peoph* at con\enti(ui> and meeting 
Iiowe\ei. Hils i> important, he sa\ 
onl\ if th<* a.e. is working on a 
account or with a product wlii(h f< 
some reason ha^ ^p<M'ial localde\ 
needs. 

\ local-le\ el situation on w lii( 
the a.(\ (lefinit(d\ .--hould he we! 
infi u'lned. Iu»w e\ cr. in\"ol\"es me 
(liandising. "lie should know wh. 
he is ahh- to gel in the wa\ of nu» 
ciiaudising assistance from station 
partieularh tv '-tation-: and the di 
ference Lelween the possihilities ai 
pot(*!nial of network and *-tatiou pr 
motional snpj)ort. '\h\> is somethir 
most eliful^ ask ahonl sooner ( 
later.' *-ays \li. l{oseu!)erg. 

1 fe has this to say ahout tini(* ai 
program salesnien. e^, our a 
count peo])le se(* radio ^t\ sjdcs re 
ve^entati\es hnt we alwa\s lell the 
what lhe\ don't helie\e: that v 
!ia\(* nothing to do with making tl 
media oi j)rograin reeonimeudatio 

rher(**s a strong contrast Ix^twet 
sj)ace and time r(*ps; j)riut salesuu 
almost alwa\s tr\ to eo\er (*\ery rui 
on the ladder -( lien I. account ma 
media peoph*: l)ut broadcast peoj) 



i i 



Selling the Buffalo -Niagara Falls market 





generally limit their JJit('he^ to iiit-tlia 
aiul program speciaIi^t^. lii tlie ^rood 
old <la\^, of course l>ut e\en as re- 
cent!} a?- 15 \ear^ ago the account 
lie e\en ordered co^t and coxcrage 
man took on all thi^ res]>on>ihilit\ . 
information for certain market- and 
then made hi- o\\n -tation >eleetion. 
Thi> i> >till done where a media de- 
j>artuient i> weak or the agerir\ i> 
\rr\ small hut the trend i> definitely 
toward -j»eclfic re>[)oii-ihilit\ in -]je- 
cific dej>artinent>." 

Should an account man encniirnge 
-tntions to >end him promotion ma- 
terial? Or should lie re;id it? "Xot 
nece^-aril} "^a\ the F(^iH \ .p. "It 
u(nrt hurt him to -can llirongh pro- 
motion matt(*r if it ((nrre- in. hut 
Mhi> i> a highl\ periph(*ral ta-k. 
\gain. he nm>t know general pattern- 
and trend> hut sh<mld not he e\- 
j)e( ted to he e\j>o>ed to or rememher 
-uch detail- a- fre(jijen< ie-. pf>\\('r, 
< o\erage j)iitterii-. ])rogrnin detail and 
the like.** 

Corrtinniiig on the reader>hij> 
theme, he explairr(*d that itV \erv im- 
portant for account people to keep 
np-dated on hroadea-t de\ elojunent- 



h\ reading the tra<le pre>^ and the 
dail\ paj)er>. \ hig part of the ac- 
count man*- joh i> int(Tpreting 
tren<I> to elierit- in terni> of what the 
( lient need- from tv and radio for 
hi> marketing ohjecti\e- and for hi- 
kind of pr(Mluct or -er\ i<*(*. 

With the im])ortanee of teIe\i-ion 
and n(*tworking. Mr. K(>-erd)erg con- 
-iders it \ ital that an a.e. know the 
prohlern- of clearing time on affili- 
ated -tatioii> and tlnit tlie\ ha\e an 
awarene-> of -tation lineup- and iiet- 
w ork-afliliate relation-. 

I he\ -hould al-o know tlu* t\ pe- 
of audi(Mice cei ta in -how ^ will )n*\ 
and pr(*doniinant audrem e pattern^: 
when men tune in and to what: who 
control- the t\ dial during certnin 
hou r.-: w hen an :dl-famil\ audicu< e 
can he reached. \rrothei irnpoi tant 
factor: inuler-tanding the ( ompati- 
hilit\ or la< k of it of a program 
w itli a product, of a commercial 
hicakitrg into <-oritc\t. 

"1*>\ er\ thing an nc<nunl man know> 
a Ik nit ad\ erti>iug. of conrx*. rome- 
in liandN -ooner or Liter. \nd e\er\ 
tidhit of information i- n honu- to 
hi- worth to the a'jencx and to the 



client. If he ha> an aptitude VinA 
a <le>ire to jiick u]) -pecifie- an<l <l - 
tail>. tliatV fine. 

"Hut he -hoiddn't he expected tt» 
know all the>e thing.-, lie > ha-ieall\ 
a marketing man aiul a >ale>man -a 
nK>\ er of mcrcliandi>e who is al-o a 
good adnrmi>trator. \nd a good ad- 
iiiini>trator knows liow to call on hi- 
a--oriate> and a->i>tant> to jiioxidr 
him w itli the facts and figures on( e lu 
ha- i-olated the ha-ie ])rol>Iem and 
a-signed ])os>ihh* >ohition-.*' 

W h(*tlier the agenc) i- large oi 
>niall, t\ and radio >j)eciali/ation will 
he a hig j»art of tlu* areourit man'> 
education if hc'^ on an account irt- 
\ oI\e<l lieii\ il\ ill hrondca>t nuvlia. 
On higg<*i aecount>. the -et-uji nun 
provide hn -everal account men. one 
of whom i> 11 hroadcii>t -peclali-t. 

I *rofe--ionarr-m. h o \v e \ e v. con- 
tinue- a- the coimiiou denonn*nator 
w ith large agencic*- and w itli -nudl. 
rh(* point of dillercncc i.- that hi^ 
agencies tend to hire hroadca>t pro- 
who are >pecialist>. \t the >mall 
agencx . thc^ a.e. nia\ well Ik* the pro- 
fe— ioiial -peciali-t a> well a- the 
cli(*tit couii-el. ^ 



RKPEiVT ORDKR.S in the nation's I Itli market, as :in\\\Iicic else. ;nc the best c\i(Icncc of tcIc\ision's 
selling nbility. WGR-'IA', NUCI in Uulfnlo. is piond that 23 national and 21 local atUcrtiscrs, who hrnc used 
the station continuously since it started in I9jd, Iia\e renewed for 32 weeks of 1939. 

T hese, and newer advertisers, will get even better sales results in 1939, as WCR 'IA' continues to pro\ide 
better service for more \ iewers in the might) and prosperous market known as the Niagara Frontier. 

Two recent de\eIopments that enipliasi/e \\'GR-1 \*'s continuing leadershi]) in lUifTalo are the installation 
of the fnst videotape equipment in the area and the purchase of :i new tower— 300 feet taller— 
to further extend its coverage in Western Xew 'S'ork. 

For best results from America's most ])owerfuI selling medium, he sure to call Peters, Griffin, Woodward 
about awailabiliiies in lUiflalo. 
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NBC'S NEW AVAIL FORM 



Ml*»C^ S|>t)l Sales liiis roine up witli 
a mn\ linlio a\ nilal>ilili<"^ fnrni td 
iiiako life (*a>i<'r fm' liiiu'hii) <'i v. ( ^^ee 
"\\ luiT^ llie aii>\\(M lo ^polV |ta|H'r- 
uork jniijilt^y". |>a^(' .il.) 

Tin* nt^w fdriii (•(>ii^oIi<lnt(*>» on one 
four-paj^e >lieet ( I I >|)at'e to Y\>[ 
a\ ailahilirK^v. (2) compIeU' [>r()^'rani 
inf(U Illation, i '1 1 data on rates and 
|>aeka<;e co^tv and ( II a ro\erap;<* 
map. 

(M'Mr*:e S. Dietricli. direcloi' <»f 
\\\C Hadio Sp(tl Sale^, (explained, 
"We lia\e fonnd. for <'\anipl(\ that 
wiicn an a\ailalnlil\ sheet is ^idniiil- 
t<'d to a hn\(M'. he no longer has on 
hand the statinn program s('he<lule 
whieli had heen s<Mit to him <'arlier in 
th<' MKtnth. 



"The salesman is tluMi calkM] upon 
to sup|)l\ an aihlitional copy, Oth<*r 
fornl^. such as slali»»n rait* cards and 
eu\(M'age maps also ha\e Ix'en mis- 
fded or thrown aw ay and are not 
a\'ailal>le to tlie hn\er wlien he needs 
ihcni.* ■ 

The n<*\\ fidder i> printcfl with lh(" 
hi >t |)a<ie hhinlv. \\ hen >ul)mittiiig 
a\ aihabilili<*s for a prosp<'(nive ac- 
count, the r<'p hrni l\|le^ the s(dieduU' 
on ihii- P^ir^* under a slicker idtMilify- 
in^i the ^lalioIl and indiealint: the 
\arious columns ()f infonnatioii. The 
o|>eniii»i pnge. tliei<'fore. can aUo he 
u^ed for proiiKtiioiial mal^^ial. 

l*re\ iousl\. information ctmtaiiKMl 
on llie new form appear<'d on a:? nuiiiv 
as four (liiTenMit shin'ts. ^ 




HOW TO 

^ Appliance dealer fiiuls 
llial eoiisisleiiey I^iiys off 
iiiiieli heller than his <)ri<iiiial 
(^oslly splurges in ^"reiiioles^' 

TThe files are fiill of siktcs^s stories 
showing what l\' can do for retailers. 
I)ut iinw you can add one in which a 
irerchant began hy u>ing a lot of 
good ingredients t(» |)0()r efTecl: then 
atlrnitliiig hii^ nii>take freel\ : and 
finally — after some thorough soul- 
searching and program rcshufiling — 
coming u|) willi a winner. 

Wdien Samuel Ho\ d opened a eoni- 
hl nation wareh()use-ap|diaiue store 
in d(twnt(»wn Springfield (Mass.) in 
193.'^. lie wanted to ad<l to his ad\er- 
I i sing soiiK* of the glaiiu»rous trap- 
pings that tv e(M'tainly cttuld ofTer. 
So he in\ ested lO'^f of his advertising 
hudg<'l in what aiiiouiUed to a week]\ 
"special" or 'Vjicctacular'" for hi? 
store (called J)aile\ -\\ agiier) . 

1 \c houglil into one of the nio^t 
snre-fir(* things he could think of the 
Kiltv Kroinan Show on W'W ld*. His 
portion <Nnivisted of a halfdiour seg- 
ment, which originated in his store 
and cost $U)0 a week in remote* 
alone. Then' was no douht that Kitty 
Ih'oman liad hct'U iiio\ ing loads of 
iiierehaiidis*^ on her woman's pro- 
gram, hut one spe<Mal incident soon 
caused lJo\d to wonder wluHlier lii* 1 
particular use of Kitt\" Hrouian'? 
ahilit) wasn't a waste of talent. | 

It hapix-iunl when an '^\iinll 
J<Miiinia" ju'oniotioii (stag<Ml by 
Onak(M' Oats) was |>assiiig through 
town. st()p|)ed olT at his st(jre. and 
w as incorporat<Ml into the remote. 
It had all tlu* sliownianb' elements: 

• A rccognizabh*. intcK^siing per-; 
smialil) 

• \ built-in wav to show off a 
range (I'^Iokmicc Uange. now Kcn- 
nion^ --inf** tin* S(»ars, Uoehnck |)iir- 
cliase of the lin<* ) 

• A (hMuoiislratioii aiid use fea 
tur<* 

• I figh lueuiorabilit) m 

>rONSOU • d APHH. 193*] 



PROFIT BY A 



SPOT TV MISTAKE 



• \ rpadvniade draw for rro\\d> 
A d()()t chock rli('k(Ml olT !.'>() >\)VC' 

tutors. ^'The reason for llu^ rtMtiol('> 
ivas ('(Mtaitdy jitstiftt^d tliat da\ " 
Boyd sa\s, '*The tlttM)r\ beintr that 
onoo [)(N)[>lo are in llie store tlie\'ll 
■all all o\ er themselves to buy 
diitifrs/' 

" i'lie only trouble. ' he sa\ "i-^ 
hat they duhrt." 

1 If two crackiMjaek >ale<\\otnen 
''Aunt Jein'niia" and Kitty Hrotnan) 
•ouldn't turn tlu^ ttiek, ()o)d rea- 
oned. an erior in stratejzy was ol)- 
ionsly involved. 

j "A consistent xdiedule was need- 
d." he >a}s. 'Mo eond)ine lotiii-ratiut* 
nipression with the inij)ni>e to bu\." 

So the SiOO prodnetiun cost of the 
ienii»tes w as con\ (^rted into more 
nie. With this inerea>e in t\ bud- 
,ct. a consistent stdiedule was begun 
1 a Saturda\ ni^bt rno\ ie. rejHnited 
n ?unda\ afternoon, 'iliis ^a\ e d 

two-minute exjx^ure j)er cotntncr- 
kd Ithiee cotntnercials per diw) at 
le >anie cost a> the time and pmchic- 
jon la!) on tbe halfdiour remote. 

Moreo\ er. it enalded him to re- 
Kcrti^e frood> (juickl\- which had 
ro\(Ml re>j>on>i\(^ to plug^ring in the 

ior >bow . \ con>i>tenc\ pattern 
Uh- took shape. 

In 19.^7. ]>o\d ojuMied bis second 
nlc\ -Wagner >tore in Springfiehl. 
lfc>t Sej)tember cam(^ a mo\ e to 
d)urhta fthe third stort^ was opened 
I West Sj)ringrield ) and here the 
Kertising pattern realb paid off. 

To tbe Saturday and Sunda\ movte 
liednh\ Boyd lias added (also on 
AVLPi the following: 

• Minutes. Fi\e 60-secon(l spot> 
r week at rt:'AO p.m. phm difTerent 

"ulers eaeii da\. on this week-in. 
ifek-out pattern: Alonday. Tuesday, 
^jednesday - - appliances: Tuesda\ . 
irniture: Thursday, bedding. Tbe 
tp> pitch: "Three and a half morr 
iiirs to go to Haiiey-W'aguer for 
t'se outstanding \ alne>." 

• 20s. Fiv(* 20's lone per e\eiiing) 
placed in prime time on run of 

liedule. These di>cuss purchasing 
l)\\er. mass display, low o\erhead, 
I'nty of free parking. A rapid-fire 

i Please turn to paf:e 7)2) 




Wostcd tolcnt. These two proven saleswomen ("Aunt Jenrtinrta" and WWLP's Kitty 
Broman) were inefficiently used by dealer. Steadier, less flashy strategy, did better for hinn 



FOR BUILDING 

this adv 

I)0 . . . 

1 • // \v'k out a cou.'^istnit 
si)(>t .schedule. Put cx- 
citeiiicut ill the copy. 
Create a desire to buy 
with ()()-.seci)U(l mulcts. 

2. "'iu.stitiitiouiil" with 
2i)-s rc on d copy. I 
r a p id - fire a p proa c h 
creates excitement, aids 
loiii^, h a r d - .s ell spots 



fA RETAIL IMAGE 

erti.^^er culvise.s 

IH)XT . . . 

1 • J II rest ill i s o I a t e d 

sphirties. They icill only 
puzzle )our audience 
and put too larj^e a 
strain on the budget 

2. /r <)/T\ t(H> inn( h about 
jaiic) trappiiiiis espe- 
cially if price is a hiis 
coasideratioii nith Mair 
customers 



3* Use l.DSs as reminders 3. Shan all-around patterns 
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RESTAURANT 

SPONSOR: IJimijoV I)ii\c.ln Kt -i mi ani ^. Un ^t 

Capsule case history: ThihIxi^ Di iv I h lio^tnurciiit ilr- 
cidcd In ii(lv(M ti>(^ on \\ , MliiiK'a[H)li>. for \[> *>vaiul 
»f))ciiiii^. Kiiiiho > i> Incalcil in Xnokn. a ?niall r()!iiiiiiiiiil> 
about 2i) uiWc^ iioitli 4if Miii!irniM)li>-Sl. Paul. Tlir lolan- 
ratil lioutilii *it) oiiciuiiiiiir aiuioiiiicfmftits from I liiir.sday 
ilir(»!ipl] >iiii(la\. liK-liidcd ill ilio coiihMil of llii* foiiiiiicic-ial 
\\a> tlic fact thai d.j. Dan l)ani(d. ''The dall Thin Texan/' 
wonhl heat the|)Iac(' 7-^) |).in. Fii(hi\. Ke^nlt : l»inil>o"> (ipoi- 
atf'd at capacitN l)n>in(^^> not onh (hiring the lioni> of thi* 
pel >unal a|)i)earaiieo. Imt throu^zliont I lie entire ev(M]ing. 
l>n>ine<< ainoniited to a ku^e ^uin for a |>lnee thi^ >i/e 

in (Hie e\enin^. lint e\rn more ini|Knla!ii to tlie re>iaurani 
tlie first (^(Miin^ was l>hnlM)'> immediate; recognition l)\ tlie 
j)e((|(l(^ ((f \noka and Mnroitndni*i eomnuniilie^s dne to il> 
>( lirdnk' nn \\l)(iV. 1 h»" iiionienlnni of tlie opening, the 
iiiaiiajicM K^jjoi led. heljied lo make r»iinl)o"s 1 )riv(^- 1 n a 
\ er\ >ne( es>fnl o|>ei ation w iiliin a ^hort jx'riod of I ime. 

\\ IMA. Miun<M(Mtli- \ni>ouii4-cii>ent- 



APPLIANCES 

SIM)\S()IJ: T>niicr'.TV& \|.pli;inr,. Moif \<,K\(;^ : Dir.rt 

Capsule case history: In a s{>eetal <'atn]>ai<:n to {>roniote 
the sale of a|)|>liaiie(^s. Pmnf^is of MerctMl, (California, hroad- 
ea>l a renioie from [) a.m. to 6 |>.m.. from their store, \ia 
k\\ 11* Radio, also of Nh'ronl. (California. Disk jntke\s 
Jc»limn liorha and .|err\ (r\cill jireeled o^er 6,000 r<^si(hMi[s 
of the Siin Joaqniii \ alle\" who ( anu^ into llie store din iiiii 
the hioadeasl. The radio station had their KWTl* elown*^ 
enlerlainiiv duriii»i the da\ and also had the radio slalioiTs 
sear(lditrhl li<:htiM<i u|) th< anni in the e\eniIl^^ dnrner s. in 
eonjmu lioii ^\ilh this remote hroad< asi. had a ^{xn ial sale 
on lloirnian radio and l\ sets. KWH* salesmen iiiler\ ie\\(Hl 
riislnniers as ihe\ Kalk(^d rirtniiid the store and also denioii- 
siraled llie \arions ai>|»liaii(es >aid one of the ^t4ne 
re|)resenlali\ es, ''1 his the ^r(vi[est juihlic^ lesjionsc n'nnicr s 
lias< \(M had. l in «><>iim to ask Ma\\v(dl 1 hirst, i |>residenl of 
K\\ 11*). io h*l m<^ l)orio\\ () \eill and Hoi ha a^ salesmen." 
\ {\ Mrx rtl. i :al, rif»pi jii> 

da 



I 

Capiiule casr Iiistoneb of duccessji 
local and rey^ional radio campaim 



SEWING MACHINES m 

^l»()\SOH: Atl:i^ >c\ving Crntcr AOE.NC^ : D|c 

Capsule case history: The Atlas .^e^ing Machine Cen||' 
\lol>ih\ decided to lr\ radio in its market. Up until A. 
tim<^ onh ncwsjjapers had heen iise<L Atlas ])laccd a t6 
^eliednle on WAIOZ. Mohile, for one week; the seheJblf 
consisted inoslU of 60-s(H*ond amiounc(Mnenis during afle* 
noon slots. C^'P) pitched l)oth the Atlas sewing niaehin 
and \acnnm cleaners. \o >j)e(Mal inducement was ofleii^ 
React ion to the sedicdule was immediate: .\tlas recef^ 
-ome oOO phone call.- and o\er 500 letters in a weti 
[iine. d liese jMosiJCels w(^re followed up by the \ilas sal^ 
riKMi and 10*^* of ill e leads i)urcha.'-ed either sewing niachim 
or vacuum ch*aners. .Atlas is now using schedules on , 
regular ha-is <ni the >laiioii and Frank J. Pcllegrino. All: 
Sewing Machine manager, reported: '*\VMOZ has heen 
comj>lc[cly successful medium f(tr us and has consisteni 
-upi>licd our sale- force with good i)rospeets. Such can: 
[)aigns lun v heconie an integral part of our husines* 
W MO/, MoI>iIc \nnoiinoenK 

RESTAURANT 

.^IH)\SOK: liikkV UcMuiirant AGENcA : Di- 

Capsule case history: More ihan five \ears ago the Buik 
R<"si;]i!rant of \slie\ ille. \. (!.. |)nicliased a fi\e minute ^' 
ment ill W \\ NCTs Top ()' I lie featuring Kead ^ i 

>oii as host. \l thai lime Ruck's was jusi another drive 
icslanrant <MU|iloying 20 peo|)le. d he restaurant now hoa>^ 
ihree large dining rooms as well as <Mdaigi^d dri\e-iti hi 
ties in(dnding tele-lrav ser^ ice. I p lo 3.000 meaN a days 
^er^ ed in ad* lit ion io a catering ser\ ice s|ieeiali/in? 
|>iciii(s and han(|nels. Se\ (Mity-five regular cni|>loyec^ cor| 
|)ri>e the slalT |>lns l* i)arl-iinie i)eo|)le during the summ^ 
tourist season. In the five y(\Trs Ruck's has heen ad^crli'^ 
on \\ \\ \('. the reslanratil lias (piadru|)led its husiiK^^s. 1 
to 77i^i of the dri\e-in*s ad\crlising hndgel is devol^*(^ 
radio, (^iily a small |)orlion gix^s to news|)a|icrs. the icnia I 
ing to hillhc)ards and t\ . ''W \\'\(^ has heen a major fart 
in hringing the cusi onus's to hnck s. ' said the »»v\nt 
\\\\\(:, \>Iir\iIIr IM];(II\Si:: Pjrt -|>nnW 
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What radio station do you listen to 
most of the time at night? 




WW DC was the clear-cut winner in a PULSE poll of 
Washington, D. C, area residents. Of particular interest 
is the pronounced majority we scored with the menfolk. 



This special qualitative PULSE survey shows many other areas of 
WWDC listening leadership-all of them of importance to adver- 
tisers. For the full report, write WWDC or ask your Blair man for a 
copy of ''Personality Profile of a Radio Station." It's revealing! 




REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 

In Jacksonville, Fla., exciting WWDC-owned Station WMBR is 
rapidly changing the listening habits of a great growth market. 
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With the largest NAB convention completed, SPONSOR ASKS: 



What was your reaction to the NAB 



Wif-h more member sfafions 
brought- f-ogef-her f-han ever before 
af the NAB convenf-ion, sfafions 
report- what- was accomplished 

Robert- W. Ferguson, cxt'cunve rirr 

pn-siifent. W RTr'r} \ ff heeling. U est / Vz. 

I foil lluit this yeaf> N Con- 
\(Milion uas one of llic most oiT(H'll\(* 
I"\ r v\ er Ikvii lo fi'oiii an in(liislr\ 
.-landpoinl. Many of I lie biisin(^>«h 
>o>ion> wei (* just \s liat the doelor 
ordered and nian\ (jin^stions 1 liad 
eone(M nin*i; lahoi' relation?;, alloca- 
tions prot^rann'Mg. ecjuipnieiit ele. 
\\'(»re aus\sered fur nie 1>\ oiu* of the 
nian\ foruin nie('linfi> or sessions. 

MiieU of the *;o\ (M innent ag(Miey in- 
formal ion (liseuh>ed nl \ ariou^ ses- 
sions u as al>.() [n ett\ i)(*rlinent lo 
|)ro|jI(Mns I eneonnler from lime lo 
lime at ni\ >lalion and manv (|n(*s- 
lion> 1 had on these ^uhjeel^ \\r\r 
el(»ared n|> b\ lh(* (*\lr(Miiel\ Ii\elv 
di^enh>ions. 

1 h(*ard a grivil deal of eritieiMii 
eone(Mnin<i tlie fael lliat ihe film and 
liaekn«^(* |je()plt» \seren l *;iven the up- 
l)orlmn"t\ [u halKhoo their |>ro(hiels 
n> lhe\ had in oIIkm' \ear^. I. for 



/ i( oil Id 
like fo .see 
a 'fv onh ' 
vomrniioii 



oM(*. feel lhal the filnr jK'oplr >lioidd 
he ^i \ en a ehanee [o >ln)\s llieir 
lnop(Mtie> hill I feel that the 

(■on\ enlion >hould he turned into a 
( iren> [o arronnnudate llirse >n[)plo- 
menUirv aeltx rties. 

\\(»"re still in the hroadeaslint^ 
hn>rne>.> and Tm jnsl as mneh in- 
lere>led in \slial 1 used [o hrondeast 
a^ I am in what I do l)roadea>t. Ihe 
e(piipmenl ex hi hi l> and the tremen- 
dori^ eomp(*lilive >piril pre\ aleiil in 
the^e e(pnpm(Mi[ ^ho\s it^g> h\ poed 




these normally dr\ sho\sin(£s (piite a 
hit. Tlie advance^ onr indu>.lr> ha;; 
taken in llu* pa>t feu \ears make> it 
itnperati\e that a station operator 
sla\ \ '\^\\{ on lop of all d(*\ elopments, 
partieularh , alon*: t(Mdirn*eal lines. 

'l lie \\a\ lele\ ision i> mo\ing toda\ 
the XAI^ (]on\ention ^i\es an oi)era- 
lor one of his few opporlnnilie> to 
see e\er\lliint^ at one lime and three 
(la\> is liardl) enough tiuie to hear 
wlial \ou \sanl lo h(*ar. s(*e \shat \on 
want lo see. make deeision^ that hav(* 
lo he made on programs and equip- 
HUMit if you \sant to s-ta\ ah(\ad of ilie 
eomp(»lili(tn and .-rtill get a ehanee lo 
s(M» )()ur old friends. 

FrankI). 1 would like to see a 
'*t(de\ ision only'' convention. Not 
lhal 1 ha\e ainlhing again.sl radio, 
hut tel(*\ ision lias widiMKul its scoi)e 
so inneli ill ihe pa^t f(^\s \(»ars that 
tliere r> lillle enough lime lo eo\ er 
lli(» n(*ee^sities. 

Ma\he one da) we'll g(»t two >(*i>a- 
rat(* eon\enlions >o lhal llie Iv [)(M)ple 
can coneenlrat(* on llieir (*iid and the 
radio |)eople can eone(Milral(* on ra- 
dio. 1 lliirik on the whole tlii> eon- 
venlion was a IrNcK and educational 
one and tlu* N \H should he gi\en a 
pal on the hack for ils elTorls. 

George Townsend, ^'i'c presith'nt, 

rriJ*, Sfmngfiehl, Vnss. 

The N Ar> (^)ri\ention (\ieli \ear i^ 
purport(*d lo i)e a eou\ enlion "for 
the Indn.slr} I lo\s e\ er. a> u>ual. 
oni* poriion of the indusir\ was U(*- 
glecled and the con\ enlion Inrried onl 
lo 1 (* the sauK* (Mie->ide-of-llie-eoin 
^tor\ il ha> Ikhmi in the pa>l. 

I'm rehiring of course lo iIk* uhf 
portion of the indn>lrv. l o ilu^ hesl 
of ui\ recollect ion. there are si ill 
.^ome oO eommereial nlif >talion> on 
the air. doing. I [)resunu\ a prelly 
good joh of ])ro\i(rnig a lel(*\i>-iori 
sei \ ice lo the puhlie. 

llowe\er. on all >ide> at tlu* eon- 
\ enlion the term nhf seems to carry 
the >«auu* eoimotation a> ui(*asl(*s or 




some such liands-oiT illness. It .=ieenis 
strange lo nie thai l\0 nienihers in 
uood ^lall(ling of their \ ariou^ com- 
niuuiti(^s should he i)ariali> at a con- 
\ enlioii w here the a\ owed interest of 
the guiding organization is to create 
a l)ell(M' understanding of the iridu?- 



// defaiilfed 
on ihe uhf 
problem 



lr\"> i)rol)hMns and to promote an 
interchange* of i<h*as co\criug all' 
areas of the lel(*\ ision industry. * 

\ouhere in the convention lineuj: 
however, was tliere one session de 
voted to one of the most imporlani 
prohlenis facing the industry as i' 
whole. 'rhepr(d)leni of what is goiii< 
to hai)pen lo the nhf portion of tin 
indiistr) or. for that matter what i.d 
going to happen to the \hf portioi 
of the industry if certain euungenr 
siliialions might arise. 

T\\c corn enlion polic\ seiMuecl I 
\)c "if we don't htok at il nunbe ij 
will go away." T nfortunaleh . man 
of Us lia\ e had our moiie\ and ou 
future* iinested in this pnrticula 
r(*cogriili<Mi from the powers-tliat-b 
that there is such a thing as uhf. 

\s far as the rtuiiainder of the coi 
\ enlion is coiieerned. the film peop^ 
and the eepiipnuMil nuinufacture', 
lia\e a dilTercMil vitns of uhf acli\ili»| 
than our colleagu(»s in thai olln 
spectrum hnnd as they s(MMn to ha' 
dc\ olcd (pnte a hit (tf allenliou 
onr needs. 

\ow if some of lhal oI)jecli\i 
could filler down to the [)eople wl 
arrange the suunnil discussion? i 
tlu* con\ention ro>ter. who kiiov 
perhajis one of these com enlion tiu'i 
the agenda might earr\ a session ll 
would he of inter(*sl lo those oO s 
lion operators. 



sro.Nsou 
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imeeting? 



fevc Faycr, prvtmmvn t/irrrtor, II' TOL 

ri . TiMo 

Ilu' inforiiKrl r\rluiii<:«* of idca^ 
Ui'h llir \ \l) foruriition niirtMid- 
>. rs to in«\ ilr^ (Hie nio^l vnliuiMc 
>ol. Aniitl tlit^ ltlu>t«M and luaii- 
ui: thai MHMir^ l«> tltuninatr all luill 
^>ioiis at iUc \i\v\ou> ho^|Mtalit\ 
itt*^. lIuMt' filters tlir()u<ili an aiua/- 
fi iriinihtM' of ^(M)(l. >()|i«l. f<»n>trMc- 
e iclra>. K\(M\ >lniilt» {XMson \ou 
ft't at tlir \ station man (»r 
itnwi^r. as at KmsI ono (ni<iinal 
pitic idea to ronlril>ntt\ 

\s promotion director for a Irle- 
yion >taiion wliirli lia^ Immmi on lln^ 
I' for «>nl\ four nn)nlh^. I'm in\ tlu* 
l^tkout for new \\u\s and nieaM> of 
punotinir and exploiiin*; onr andi- 
ryc su|)eriorit\. Therefore. I \sa- 
j;j>re than liapp\ to j«»in other luoad- 
jltMs in the man\ informal idoa 
!|»ic^ whieh eame into heina during 
I («>n\ention. LiU Top>\, iln'>(* 
jiif^ "jest oroucMl*' . . . out «»f 
pxnial \i^it>. tlu- reneual of old 
{i rulshJp>. cu-. 




It uas <\ 
healthy 
exchange 
of ifirns 



Dnc of the mo>l iiratif\in<r a>ptM i> 
diese di>cns>ion> \\a> the willini:- 
- of e\er\one concerned to >haie 
H|inotion experitMiec - and «»fteu- 
experience gained at the ex- 
♦ >e of hi<rh ad\ertisin<: hud<.»ct> 
wear and tear on >tomach linin<r>. 
0 «rive a (jnick. o\(T-all |)ictnr(^ 
he convention, it >e(Mns that morc^ 
ijadca>ters are |)ariicipatinfr more 
w|\el\ in \A|] than c\ev before. 
\ear^ ctnncntion was the hii:- 
and. most important, the hcst to 



r 



ADAM YOUNG HAS BEEN ASKED: 

O. K.y Adam. You've 
told us what's wrong. 
What do you propose? 



II <»"rr Uooii <m1 paUon \i\ tins sjKH't* <ni r<\il\<f 
(iuil\(*ti('(^ ii\(*t\snr(*tti(*tits. Of p<\rt\c\\l(\r co//- 
rrrit: I*(\\li\r4' Ut rop(trl awdiourr \i\ the trndint: 
urea, ll\\s /n»7nr<» /wi.s pr4*v<*ntr<l c(nt\pnr\s(n\ 
of s1a1\i*ns 4H\ tlir basis i*f ane nmi v<tn\m<iit 
to (ill — <\i\(l ttiost vital to today^s (ul vertis(*rs. 

Result: Olddine ihinkinjr at the ex|)en>(» (»f '*mod- 
(Mn radio >tation>. and their pro\eri ahilit\ to ^('r\«^ 
well in their Iradinti area^. 




Adam Young 



Now «»nr friends arc a>kin^ what \\(* projio^e. "What ar(* \ou doinjz thal'- 
lfosltiv(*y" W c wcrcMi l waitint! to he asked. 

\'\)v nian\ niontli> ue luut* Keen workin*! ont a nt*\\ a|)|)roach t«t the ipie-- 
tion. *rhi> week, in lcller> to \irtuall\ all l .S. adverti^in<5 aj-MMU ie^ and majtn 
ad\ tMti>er>. ue nunh* the |>roject puhlic. 

Onr ftroiKKsnl: Lt»l the aiicnc) and ad\(Mti>er determine 
>tartin<r in two mark(Hs. 



>ur\(*\ area-. 



The >talion> \\(» r(*|>reM'nt in tlu*>e Miark«n> had hceu pUnuiin^ "area >tudie- . 
IJnl \\(* -aid. "W li\ (h'\elo|> r(*>earch onl\ in terMi> of yoitr -pecifrc si^rrud 
pattern>y What a perfeet o|)porlunil\ to ui\e u^erMie> and acKerti-er- the 
ar«*a llie\ w ant ! ** 

tl\(*ir evrrlnstitii: credits the stotitttis (V^reetL llere\< the prit- 
eedu re : 

1. In our letters. \vc enclo>ed a (ine>lionnaire and a map f«H- oinU market. 

2. \\V outlined >e\eral po>^ihle survey area>. haM'd on Iradin^^ area niap> 
|)ve|>ared lt\ AnKM'ican Map Compan\ from "Population and lt> Distribution. 
compil(Ml and co|)\ rightful 1>\ J. Walter Thompson. 

.*). -XgcMiCN and ad\ertis(^r have the option of cln^ckin*; one of tin* area- we 
outlined, or designin*: another which hotter mcet> their need>. 

k Map> and (|ue-tiornKiires will he returned to The Pnl-e. Inc.. who will 
de\elop r(*asonahle com|tronn>c area-^ for ea(di market. 

."). I'uUt* will forward com|)r(>mi>e area> for final a|)pro\al and « onnnent to 
e\«M\ a'^e!u\ and ad\(Mtiser s\ho |)artici|)att»>. 

6. r>arrin<: au\ basic di>aiireement. I*ul>e uill conduct an auditMrce snr\e\ 
of the nt*wl\-dc\(do|>ed "Ad\ertiscr \rea" for thc>e two markets. 

7. Iu*>ult> will he i»ued to all Pulse -ubscrilxMs. a- well a- all atUertixM- 
and a<r(Mici(> who parlitipate. I'.\ (Mituall\ . wt^ hope to «*xtend this jiractice to 
e\er\ market rnls(* snr\«*\s on a reiiulav basis. 

If \ou re(ei\ed our letttM'. |)lease v«»lnrn the maps and (]ueslionnaires on ax 
before the deadline. Tin* greater the partiei|)ation. tin* iirealer the benefit to all. 

If \onr firm should ba\e recei\ed a letter but b\ some chance didn it'-^ 
an ovtM'^ight. Gel in loneb and we'll s|)et»d the materials to \ou. 

ADAM YOUNG INC. 

Representing all that's modern and effective in radio today 

NEW YORK (3 E, 54TH ST.) • ATLANTA • CHICAGO • DETROIT 
LOS ANGELES • ST. LOUIS • SAN FRANCISCO 

AFFILIATED WITH: YOUNG TELEVISION CORPORATION & YOUNG CANADIAN LTD. 
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POST MIDNIGHT RADIO 

\Coiud jrotn pas^c WD 
t(» ll>triK'i>i. In tile >i\mc vixW'^ow 
\> ;i >iil\c. wliirli he launclicd in 

l*)').'>. \ nnifpic '*])oinl of >tirnu- 
\\\> oc( uvrcd to liini. lie slin|)l\ >u<:- 
iic^liHl tlial kot h Skin >i\\\ v i-ould l)r 
])Ui cliastHl "at \ (inv fa \ oi itc dr n^- 
^lorc." In !lii> ua\. he [(need (hVtri- 
l)nli(in in enough New Wwk (liiij:- 
^loH's to put it 4in iIk* niarkt^l. 
<!inudalrd the dirr I marl (MhI of tlic 
l)Usin(^>^. ko-Jo. [n( . \> !hri\in<:. 

12) I itamins. Ho>4MifHd(l also lia> 
a sizahlc interest in Mlie*! Vitamins. 



whieli makes a ])r()4hu-t ealKnl ''Oitc 
for Ml." lie introduced this in 1954. 

f.Sl Sleep remedy. Shur- \-SI(K']) 
(j)rp.. another liosenfield ])roduet. is 
lia\ in*: a brisk salo. 

( 1- 1 Sleep-Kin^ Eleetf ie Blanhei. 

l3l federal Lije <}c Casualty Co. 

( () I Movies, lleV n4>\\ working on 
" I lie l)lav\ of \nne Frank." 

(7 1 >/o/o. Hub Sew ing Machine 
stores and l^hinistein'.- i 125th Str4'et I 
Department Store. 

I <> I fl a.shinf: Mae/iines, The 
W asher l\\]»ert lia> had a six months' 
( anipaign. 



YOU'RE ONLY 

HALF-COVERED 

IN NEBRASKA 




IF YOU DON'T USE KOLN-TV! 



naa^DDQg 

JBlOQDDDnDQ. 

This Is Lincofn lond — KOLN-TVs NCS HDHH 
No. 3. Figures show percentoges of TV M ^^MBIlM 

homes reoched weekry, day or nighl. ^^^IQ 



NO OMAHA STATION COVERS LINCOLN! 
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Oin' |>ig inarkrl in \rlMaska is in ihr 
rxlrcinc Kast. The olUrr i** l.incoln*l.aiul 
— Of) (M)iintic.'i hip, and well-lieelp<l (con- 
talniu^ moro than UA LF the Intying 
poivrr of the stnto!) 

Vii'Wrrs ill the rxirriiu' Knslrni niarl^rt 
spend a lot of tiiiir s\vilrliiii<; from <>im* 
to aiiotlici* of llic lUrrr T\' stations lin y 
havf^ uvailalih'. In l.iiirolii-i.aiitl. thr stoi'} 
is all KOl^X-TW \x\ X\\v only station llinl 
ro\ iTS llic arra. 

A^k \vcry-Kno(lrl for all the facts on 
KOIA-TV the Official Ha^ic CHS 
Oiitlri for >i>iiili (^'iilral Neliraska and 
\<>rlliri 11 t\riii>as. 



KOLN-TV 

CHANNIl 10 • 316,000 WARS • 1000-FT. TOWIR 

COVERS LINCOLN. lAND — NtBRASKA'S OTHIR BIO MARKET 

A<f9ff Kn^wl, Int^ E»elvi>y Notional Ktpffntotift 



(9 1 Reliiiious Books. A staj^h* of 
after-midnight radio in the Midwest 
and South, this product also lias 
found aeee)>tance in ^ew ^ ork. 

[}{)) M isrellaneoiis merchandise. 
As with the tiaiisi^tor radi4)s. Koscn- 
field has other Jajtanese itiip*trls 
going at (juite a rate: catiieras at 50 
per \\e(^k. (^igarc^tte lighters at 1,000 
per month. 

What kind of co])\ appr(»ach do 
\ou Use after midnight? Here are 
two samples for di\ ergent product^: 
• Electric Bhinhet. "Someone once 
a^keil a faiiKUi^ financier how he 
made lii> iiioiie\' atul he rej^lied, 'I 
hu\ iu\ straw hats in the wintertime.' 
Now }ou can he as wise by getting 
\*)ur eI(H-trie blanket now. \ot just a 
)>hiiii electric blanket, but the world- 
famous Sleep-King electric blanket 
for oiih >19.T5. wbi( li itududes |)Ost- 
age. sale^ tax. e\cr\ thing delh'ered 
right to ) our door. . . 
I • Insurance. "If \ on are 85 years 
I of age. ^ou Iia\ e probably had trou- 
ble finding a liospitalizati*)!! and doc- 
tor bill plan. Well. 1 ha\ e good news 
f(»r \ on. . . .■' 

Vcrordiiig to Hig Joe. this hard, 
personal sell is absolutely essential 
to celling aft4T niidniuht. 



APPLIANCE DEALER 

( Cont'd jrotn paice 45 I 

co]t\- ap]H'4)acli creates excitement. 

• I.D.'s. Fi\e eighl-niiiuite an- 
imuncemcnts a week foiie a titght^ 
I betwcvii 7:30 and 11 p.m. are a re- 
I iiiituler of the tiiinute and the 20V 
'"Shop l>aile\ -W agncr for best bar- 
gains in all household furnishings." 

The nuts and bolts a]>])roa<di to hi« 
us(^ 4)f t\ strt]^]>iiig awa\ of all non- 
essentials ha^ been concurrent with 
a bnsiiK^s^ increas** of l.OOO^e. 

("urreiUb . 65^ of IkiileN -W'agnert 
ad budget go(v iiitii t\ the 15 s])ot|^ 
per wet-k oulliiuHl abo\ e and iht 
three tu o-niituit*' e4)inmercials tii both 
tin* >atnrda\ night and Sundav aflerl 
noon nio\ ie. all on W W LP. This ij 
in shar]> contrast to the ]0^r figur| 
allocated at the start. 

l>o\d fttrther ad\is4>s the ad\erti>c| 
to settle on a station that "coiiihiiic? 
ereati\it\ with the treatment of an 
old faniilv friend." lie p4)ints out 
that in bis ras** the stati<>n lieljied him 
all along with scripts. C4>tiitnerciab. 
ideas, etc. "a^ though it was their 
own product." ^ 
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WHEREVER THEY GO! 



April— USO Month 

Listed in the April Radio<TV Bulletin 

• 267 USO clubs and lounges around the world °^ *he Advertising Council 

• USO mobile services to remote Nike and radar sites 

• USO show troupes regularly touring overseas military bases ^'^^ ^SO THE EYES AND EARS OF THE 

NATION DURING APRIL 



SPOT'S PAPER JUNGLE 

t ( ont'd from paf:e ')3 I 

1 (|u<'>li(iii u^iialh raix't] whvn 
a ( i^'ariiii: liou-c for spot is su<'*ies;t(*(L 
i^-: "How arc \(>n c\rr <:o1iijj: l(* <i<*t 
a iiiajoiilN of ^onie 3.()(H* radio and 
.">< i(> l\ station nuiiia<i<MiitMit^ to jict 
to*irlli('r. \N Ikmi "k* ^-o ( oiupeli- 
ti\( r^" Tlic aii^wf'J" that >onicl)od) 
(lid it and made it u oi k u illi {\w 
iiiu^ii piihlislMM's and {hvy fan 
sc;ir( cK l)t' called iioii-conipclitiN e. 

*'lf Inoadcastiiiir < ould onl\ bf*rin 
all oNt'r ai:ain." >aid one adman. 
main tliin<:> coidd he done dilTcrcnlh 

and nioM* sinipl). In llic <'as<" of 
^pol. both radio and l\ lia\c onl- 
<:ro\Nn tlicii ItookktM^pin^ >\>l('nis. 

of liotli intMlia ktM*|». in<'rca>in<z. 
I)ijl tli<' niacljinor\ of it> liookkcopinji 
icniain^ a priiiiili\e art. 

I\c\in S\v(MMU'\ . pr(*>idt'nl of Hadio 
(M'ti>in^ llnican. >rc> throe jnajoi 
piol)l(Mii> In >pol l)U\iii*i: ( 1 I rale 
('aid>. i2» pap<*ru<»i'k. ( *> ) 'faniiK 
re>einl)laiic(\" On tht^ ^nbjccl of 
pap(M'Woik. S\N<MMie\ sa\^, "Much of 
th(* paper wliieli is e\( haiijicd in l>u\- 



in<i >pot lia> no real function heeau^** 
the paperwork is done afttM* a cani- 
paijiii is undtM \sn\. If we trust one 
another u ell enough to put a cani- 
paijzn on the air on \<M*l)al ord(*rs." 
asks S\\(*4*n(*\. "do we renlK' ikmmI to 
follow up uith a^ nujcli papers as we 
now us(^y" 

Sw e(Mic\ <*\plains tin* "faniiK le- 
s<-inl)lan( 4' ' prohlcni a*- follow^: 
"W'Ikmi a station r(*pr(*s(Mitati\ jroes 
ill to s(dl. it's helpful if rale cards of 
stations on his list hear some resem- 
hLaiic*' to one anotlnM'. TIumi he can 
al l<*ast pr(»s(Mit a simpler hu) for the 
part of the medium he represtMits." 

As for rat(^ caid structures, In* sa\s. 
"L nlike neuspapeis. radio ratt* cards 
\ai\ to the point of confusion. \ 
d(*ci^lon to make a hu\ (^annot he 
hased on a clean-cut decision to pick 
this or that plan: and th(*r(*'s no 
pattern within a mark(4 (u h\ station 
t)p(*s. \ jiiajoi jol) of persuadiuii 
^-tatious lo siniplif\ iIumi ral<* earfis 
has to he done w liieh is soniethin*: 
w e"\ e un<lertak(Mi u ithin KiM>/* 

On the ^kIv of d<dinition. the Stor/. 



stations pionetMHMl a meticuhtus defin- 
ing' of what constitut(^s a national and 
what constitutes a local ad\ertis(*r. 
\\y their dt^finition. the ad\iTtiser who 
(*an (jualify for local rattv is ont* 
w host* cop\ is niosth local, w hose 
l>illin<is cnianatt* from a local a^rency, 
and whost* hills are paid throu*rh a 
local hank. 

In tin* ino\e lo\Nard a single rate 
for all. tin* first station group to come 
up N\itli su(di a plan is the Balahan 
Stations. "W'e felt/' said John F. 
Uov. (*\4'cuti\ <* \ ic(* president of the 
<hain. "that the time is long o\er- 
due ft)r all radio stations to face up 
lo the fact that ont* of the greatest 
dt*ti i men Is to our husiui^ss is the 
existence of a s\?tem of multiple 
prices for similar ser\ iet*. There is 
onl\ (Hie answ er, and that is the 
single rate card for all advertisers, 
national, local and r(*gional." T(j put 
it into efTcet. Ualahan stations are 
gambling on SlOO.OOO in lost hillings 
this \ (*ar." 

Tilt* local rat(^ prohleni. while not 
diret'lh respoiisihle for the spot 
paperwork jnnglt*. is ctTtainK a coii- 
trihuting factor. The (|ueslion of an 
ai>enc\ paving full price is invariahK . 
"Who's g(*ttiiig it wholesale?" and a 
lot of cluM'king fre(|uentl\ goe< into 
finding out. 

"If I wer<* gi\ing a hreak to any- 
hod\." said <)n(* station rep to SPON- 
sOii. "it would he to the national 
ad\('rtiser. Gi\ing the cheap(M- rat<* to 
the local advertiser is the reverse of 
what it should Ik*: he gains the most 
and should pa\ the higher rate if 
tli(*j'e must Ik* any diflercjn't* at all. 

lH*\ond the donhle rat(* lies a uid- 
(Miing ar(ni of grief to agency men 
in\ oh cd in the paperwork of a spot 
1)U\. This is the complication within 
the rate strnclures of a singlt* station. 

Ml of th(*se complications could he 
>iiiiim(*d up in tin* words *'Fr(*(pien- 
c\ discount. ' 

\ewspap<M-s ^mootli(Ml out th(Mr op- 
erations after man\ unn-sh\ (dindual- 
ing tli(*s(* complex discounts, loday. 
prohahK hss than 100 newspapers 
are complicating rale cards with such 
"rewards f<u- fr<*(|uent use." Mow- 
on er. it has heen noted <if late, that 
a trend is de\ (doping among print 
ni(*dia for a n*turn to fre(in(*nc\ dis- 
counts. "It would he ironic. said 
out* adman, "if ne\\spap<*rs would 
now start to niatidi spot in confusion. ' 
Ctmlinunl nv\l neeli ^ 



Cincinnati, Ohio? Bangor, Maine? 
Savannah, Georgia? 




NO, TH/S /S "KA/OE-IAND" 

(cm b roc ing industriol, progressive North Louisiona, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

i'o]ji>iai>(ni 1 ,r»i:o,i(if) 

tloiisttiolds \Z'S,M) 
( fni^iiiiu'i Spcixi.ihtc tluo»)(' 

st,7r»t,t(i*».()n() 



t>t \\^ S.(l(>s 

\ia<niioti\o sjlo-^ 
(.eii(>;>l \t( If tiaixlise 

1 (Mitt tt4-tilll S;>t('s 



.s 1 tsj.si),n(t() 



KNOE-TV AVERAGES 79.4^^ SHARE OF AUDIENCE 

According to December 1958 ARB wc averasc 79.40o of audience from Sign On fo Sign Off 7 days a 
week During 363 weekly quarter hours it runs 80°o *o 980o' 



KNOE-TV 

C lianiR'l H 
Moiiioo, Louisi.iiKi 



CBS •ABC 

A Jomes A. Noe Station 
Represented by 
H-R Television, Inc. 
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ANPA FOUL-UP 

{ConTd from jmf^c 11 ) 

for tli<' xarioii^ iiKMliii antl riiiiic n\t 
witli tin* fad tlial the sptit radio 
figure a\*'ra^t'<l Si^.-l.') a^ain>t news- 
[)n[i<*rs S 1 2. 1 7. Tlii>. <lt*cla ivi\ Mi^> 
(7ilis<in. coint's out as a ru^t t^ilifit'iitn 
2 times »rr(nit('r than thai <if radio. 
The Kis.\'] nitvlia comiuirison ^a\t* 
>l>()t radio tlie lowosi rn>l-|K'r- 1 .(KM) 
of all th(» iiKMlia aiial\/(Hl. Thr com- 
parison inrlndt'<l I ,.')()()-lint' nt'W >>|ia- 
per ads in holh hlat k-and-w hitt* and 
color, a ininule in n<'t\\(Hk t\ al 
ni*ilit. a iniiiiile I or 2()-stH'und I nnw- 
nuM<'iaI in >pt>l t\ in prime limt\ a 
mi n lite on spot radio in the earl\ 
Mioniing. one-pa^e f<inr-('olor ads in 
ihret* national niaga/.ines and on<'- 
page. foiir-(<dor ads in fwo Sunda\ 
nppleinents. 

I li*rliest p<'reent of nol<i> w i\> 
earned 1>\ n<*t\\t>rk t\. wliicli \\a> gi\- 
en cn'dit for t\\o-third> of tlit» pro- 
*irain audience. Cost-per-1 .000 im- 
pressions on network t\ came in So.Oi^ 
rtimpar<*d with 80.94 on ^pot 1\. Ma*:- 
a/iiies had the hi^ilie^l <-ost-per-l .000. 
The three ma<ja/.in<*> ni<Msure<l iUfe, 
Look, and Render's Dii^est I rnnge<l 
letween $12.3.> and Sl-kfU. 

rii<' Pul>e newspaper >tn<l\ pre\ i- 
ou^l^ mentioned was done three \ear>> 
liio f(n- tlu* SoutlK'rn Calif(n-nia 
Br<iad<'asting \s>n. It c(>\ered ads in 
the Lt)^ \n*:elt> Ttittes. Kxa miner, 
llerald-Exf>ress and Mirror- \etvs 
among a samplt* of 300 families. 

Like Pul^e's ra<lio studies, all re- 
>p(ni<lent^ wer<* included in the base 
ft>r ad noting. \\ht*ther or not th<n 
lad hong lit or seen the jiaper. Ad 
was cre<lited with ha\*ing Ixmmi read. 
>een or noted h\ the honi<* if an\ one 
or more persons in tht* househ(dd 
identifn-d the a<l. The >imp]<'^t >can- 
uing f>f the ad was credited, lle- 
poudeiits who r<*p<irted that they 
fon\\ remeirhered se<*ing the a<l A\itli- 
out reading au\ of ihe ccmtent or de- 
ail were credit<Ml with liaxing read 
he newspaper ad. 

In <'om])aring Starch new>paper 
^noting scores with radio commercial 
amlieiK t^s. the 1>. of A. ust^l new^pa- 
jper studies ct)\ taring the }ears 19.')2- 
,36. Four (^att^irorie^ of a(U were 
ritt'd: footls. hou>ing equipment and 
upplies. radio and t\ program>. 
oaps an<l cleansers. The UKnlian si/t* 
of ads measured ran helwtMMi 37 and 
TiO lines and noting >>ct)re> for lioth 
^ men and women wer<' list<Ml. 



lloir did U ffvi .vo luiv so mrfi/? 

Advance reservations are running heavy 
for the Storz Stations' Second Annual 

INTERNATIONAL RADIO PROGRAMMING 
SEMINAR and POP MUSIC 
DISC JOCKEY CONVENTION 

May 29-30-31, Americana Hotel, Miami Beach 

Reason? Ti^MneiidonN snee(»ss (d* hist year's Ivansas ('it\- conFal). AluKi^t 
before tlint one udjoHi'n(»(l, reser\"at ions stnrted couiing in I'or 
site nns(MMi. X<nv tluit news (d* eit>\ sitiv 1hiI<'1 and ])roLM-;nn is out. 
the ninil tnrn(Ml li<*avv. Suddenly it's latt*- almost too l^It(^ S[>;iee in 
tin* s(»v<*n hot(ds ol' l»iil llarbonr L^oinL^ fast. Soon we'll ha\<* to 
hertli v<ni elsewhere on tlu^ lieacli. 



So (hni't he slint ont — rnsli tin* r(**ristrat i(ni f(n'in Ixdow to 
. . . convention ('0(n*diniit(n' ftn* tin* St(n-z Siati(nis. 



St thwart 



MEET AND HEAR: llnrold 1m*11o\vs. 
Prcjiidi'iil . XAll; .h)Ini IMriir, Prrsi- 
»l(Mit, .toloi Illnir iV ; .lolni 
K\(*.\ V.W, Ui\h\\Kiu Station; Maltlu-u 
J. <'ulliiran. K.\(M-. V.r.. NMU"; Udl. 
KnstniiMU 1*1 csi (lent, lidlici t Kii.stimm 
To.; tta rv(*y ( I I:isrncl<, ( mmuthI Man- 
a^JTcr. WllK. (*I<'\ claiol : .Mrnt\- lloj^aii. 
(loncral ^tanaut r, \\ <'F1, < 'In'rajro : 
Harold l\rrlsiciii, I*rrs., Tlic IMoiifjrli 
Sta t i(iu> : <M)riI('H .\tc(M('inl(Hi. l*r('si 
(lent, tlic .Mrl.nulon Stations; l>un('aii 
Moiinsoy. K.\ef. V.r.. \V1T1J. Allt:iii\ ; 
tV)l) I'lirrrll. V.l'.. (;..M.. KFWll, l.os 
An»rrl(*s*; Frank stiVscr, President. 
<\ K. ll(K)iM*r. Inc.; Adain ^*<i\ui;;. 
rrcsidcnt, Adam Voiiiijr Inc.; .Martin 
llldck. WA1U\ New Vorl<; lia Took, 
K.MP(\ l>t)s An<rrlcs: Howard Miller. 
^Vl^'l^ (Miicajio. 

Discuss tlicsi- and a ^«•o^e more \ ital 
snlijects: 

•Mtninanizintr the Form -it Macliiiu*** 
"Pnldio Service ill tlie Forni.Ml station" 
*•( 'oini t(*r rn)trraninrnijj: to Tt)]) 4(i" 
*'Pro<xraiiimin*x ot* .Music <>ii .\( t\vork 

A niliates" 
^'Trends in M n*^ic" 



Meet, hear and tlirill to tlie Idjr >atur 
dn\- XisrlU All St:ir Show, featnruiu; 
I'fjr^y I^«'t' . . . <MM)rKe Shearing . . 
and iiian\- oilier >lais to 1m* annoiup-ed. 

NO COST TO YOU FOK AXV (»1^ 
TIIK Ft\VrTt()XS . . . inclutUiu 
meals, Satin-tlay nitilil's It.'UHpu t mmiI 
show. Tliese ;i n- c<nii pict* ly 'iiider 
written by .\ ineric.-iV leadin*^ n-ct.rd 
(•oini)ri nies thus yini r r \pi'n-.( s un 
liniilcd to 1 r;oisporlal iu n and Imt 1 n- 
com in tula t ions, .-i H ot" wli ieli :i r< ' n \ 
dcdnclilde, accordiuy; to conipt t- nt 
le;^ril counsel. 

CONVENTION OPENS witli Mckt Mi 
l)arty 'riinrsday e\ (Miin*^ ... It i^^ine- 
Ncs>ions Fridaj- . . . Sninrd.av .iiol nntil 
i)ot»n Sunday. 

REGISTRATION GRATIS 
open to all Disc .lockt^vs . . . l*rt>^r,.iii 
Uireclors . . . Kei <»rd Industry M 'l 
.menicnt Tersomnd . . . Hron Ic s^t n- ; 
1 ndiist rv M a n.'tiXt no u\ Fei >;(iu ur i 



.RUSH TO BILL STEWART. 



Convention Coordinator. 

The Storz Stations, B20 Kilpatrick Building, Omaha 2, Nebraska 

Name 
Address 

Station or Company Affiliation 

Type of room 

Rate desired (approx.) 

Rates in Hotels of Bat Harbour stdrt at $10 daily for \wo. 
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How to end miscues and 
other costly errors 




mm 



Your liCA lh'(>(f(lc(fst 
Represeutdtive has (he 
irhoh story. Or write 
for lit( rature. 



... use the RCA TP-6 

Professional Film Projector 

Now, in addition to the r ovular quality points that have made the TP 
famous, three new features are olTered. They include Automatic Cm 
Rapid Start, Magnetic Stripe Playback! 

AUTOMATIC CUE 

Now you can stop projectors at any predetermined film frame so thi 
your next fdm sequence is cued and ready for show immediately. 

RAPID START 

Rapid start feature f)rovides sound stabilization in less than one secor 
You can activatt? firojoctor start and video switch buttons alm( 
simultaneously, thus eliminating roll cues and reducing the char 
for errors, 

MAGNETIC STRIPE PLAYBACK 

Superior ref)roduction of sound from 16mm. films is made f)ossible 
adding a magnetic sountl system. Speed preparation of news films 
reducing f)r(>cess time retiuired i:>etweeu coverage and actual airi 
Make your own film programs and romwera'als, and apf)ly conimeuta. 
music and sound effecls this easy way! ) 

You can do all this and gain the business f)rotection and efiicient ope 
ti(*n that comes from the TP-G's w ell-known built-in features , . . incl 
ing automatic projector lamp change, gentle film handling, qui 
change excit.er lamp, suf)erior picture and sound quality. 
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BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, NEW JERSEY 



U'hat s }i(ij>j>rninf^ in V, >. (^oiernrnrnt 
tluit affects sjfonsnrs, aut*nrlrs, stations 



^ WASHINGTON WEEK 



4 APRIL 1959 

copyright 1959 
SPONSOR 
PUBLICATIONS INa 



Congress, long (lonnaiil on the broadcaslnig fronl, may slarl one [)r<ijcrl <'ook- 
iiig shortly al'lcr the Easier recess. 

The Senate Commerce Comniiltee will likely be the first to get into action. It will he hark 
with the old problem of Iv allocations. The FCC worked through the Easter recess, prepar- 
ing for a possible call to testify once more, as it has on this subject before the same Commit- 
tee through llie years. 

In view of the TASO report, tossing in the sponge on ulif, it is expected that FCC chair- 
man John C. Doerfer \\ill be able to persuade other commissioners to his viewpoint in favor 
of abandonment of uhf. That is, as any solution for getting more tv stations on the air. 

The new tack appears set to involve trading all uhf and vlif cliaiinels 2 tlirongh 6 for 
ad(htionaI vhf space now occnpicd by ihe armed services. The FCC is asking for 38 
new channels immediately above present channel 13, but will settle for 23 or e\en fewer. 

The Senate Conmierce Committee has been a stronghold for uhf. It issued a report prais- 
ing a dormant FCC proposal to switch all or a major portion of Iv to uhf. However, last )ear 
the committee showed considerable enthusiasm for horse-trading to acquire more vhf channels. 



iAleanlinie the Association of Maximum Service Telecaslcrs has submitted to the 
FCC a **five-poinl" platform outlining its position on iv allocations. 

The five points, as contained in the AMST statement to the FCC: 

1) The existing 12 vhf channels are absolutely essential for tv broadcast service and 
hence must be retained. 

2) In view^ of the findings of the TASO report regarding the comparative performance 
of vhf and uhf frequencies for iv broadcasting, it would appear lo be most desirable in the pub- 
lic interest for additional vhf frequencies lo be allocated — either between channels 6 and 7, or 
above channel 13, or both. 

3) If an appropriate amount of additional vhf spectrum space is allocated to tv broadcast- 
ing, pari of the iihf spectrum now allocated lo tv broadcasting could be exchanged, if 
necessary, for the additional vhf frequencies. 

4) No part of the uhf spectrum now allocated to tv broadcasting should be reallocated 
to other services unless additional vhf is forthcoming. 

5) Present wide-area service must be maintained on the existing 12 vhf channels lo insure 
maximum service lo the American public, including rural and small-town areas. 



The Supreme Coiirl will sliorlly have the final word on whether a broadcasting 
station may he forced lo permit a politician lo make a speech over its facilities, 
with no right to censor, and then may be sued for libel because of what the candi- 
date says. 

The highest court heard arguments in the WDAY-TV, Fargo, N. 1)., case, and if it issues 
a clear-cut ruling, the libel ])osition of broadcasters under Sec. 315, the political equal time 
communications act provision, will finally be clarified. 

North Dakota courts had exonerated the station of libel charged in the case, and the suing 
candidate look the issue lo the Supreme Court. 
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Marketing tools, trends, nens, 
in syndication and commercials 



FILM-SCOPE 
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ti^litriiiii<; lip oil promotion coiircssioiis ni;nl<* in rocenl syinliralion deals 
nniy he a hellKellirr of a liaiMleiiiiig of film prieew for the fall. 

hast year some syiulicalors made concessions for promotion running as high as 200% 
<(f the one week price; one $1,500 a ^veek New York deal involved a S35(X)0 promotional 
l>onus. 

It s taken :i> noinial for the ^\ndicator to concede around (uie-third of the one \\'eek 
piii<* for monies the station and .sp<nisor can spend in lunc-in ad>. merchaiicli>ing ilem>. etc.. 
w filch amounts to less than 1% of the 52-week eonnnitment. 



I liter-network eoiiij)etilioii for the fall h having draslie ronseqnenres on 8yii- 
(lieation with boiiie of its choicest time periods siifTering rerapiiire. 

Take 10:30 p.m. Saturday, for example, whore (^HS to counter .NBCl's entry Into the slot 
with network programing took hack the halfdionr— ^ one of the highest rated lialf-honrs in all 
s\ndiealion — for the Sclditz show with Ray Milland. 

The sidution for these dispossep<;ed sponsors appears to he this: move tlie show over 
to \IU] stations ;it the same hour to keep the audience. 



A new 8} inlieatioii sales strategy on national spot programing will lia\e to he 
develo[)ed as ii result of time clearance l>oltleiiccks. 

While syndication has sometimes hcen sold as a pinpoint device for network markets 
needing bolstering, the national spenders have found that avaihil)ilitics and not their ini- 
tiid plan shaped the cnmpaign map. I 

Don't he surprised if the syndicators switch from selling syndication as a medium to be 
used in addition to netw^oik to the concept of SMulicatioii as a mediiiin to he used in- 
stead of network. 



^ oil can expect Kcllogg^s to help itself to another howl of national spot ]>rO' 
graining in the fall \ia Leo Jiuriictt. 

Ouii^k Draw McC^raw, another animated children's series, will undoubtedly follow the 
iorninhi worked out for Screen (Veins' Ilucklelterry Hound, which went into 190 markets last 
fall, nutstly between 5:00 and 7:(*0 p.m., where halfdiours are iclativcly easy to find, and led 
its lime periods in Vrl of 92 cities reported by \KI> in the fouith quarter. ) 

The sh<tw was able to gel time in all the 10 largt^sl markets except San Francisco and 
ritl>buii:h In s( oie WW* ratings like the>e: 

I 



\I \KKI T 


HATING 


srA'rio.N 


DAY AND TIMi: 


New ^ ork 


13.0 


W Pl\ 


Thurs., 


6:30 p.m. 


Los Angeles 


9 A 




Tnes., 


6:30 p.m. 


(diieago 


]v>.:\ 


\\G\.TV 


Wed., 


7:30 p.m. 


Phihidelphia 


7. i 


\VHCV-T\ 


Thnr^.. 


5:30 p.m. 


Detroit 


13.6 


TKLW 


Thnis.. 


7:00 p.m. 


Intstoil 


1 1.0 


W \ ACTV 


Thurs.. 


6:30 p.m. 


St. honis 


1 1 .5 


KSD-TV 


Tluu>.. 


5:30 p.m. 


W a-hiiiglon, 1). 


9.2 


W UC-TV 


Tlmrs.. 


6:00 p.m. 



5a 
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FILM-SCOPE connrui^d 



Tlie only real (>l)jectioii tliat Ikih hpriiii*; up I'li Canada to I . >. tcloinion him 
in a<;aiii.4t the hori(».H tliat •;loriii(»8 U. S. weriirr I'orrrh. 

As a corrective, s^onie series like Flight liave tried iu ijuolve the (!;!na(l)ans in cj)iso(les 
hased on records of Canadian forces. 

The inij)ortancc of Canachi to fdni economics is j)oiiitcd ont by Paul Taii)ot of distrihu- 
tdr's representative Freniatitle. For instance, the niaxtnium for a I . S. series i^ S-^/H)().r>.()0() 
per week, j)lus an a(hiilioiud S2,O()0-2,StH) for the French langua're network. 

Keep yonr eye on this danger nigii: the ratings pot<Mitial of h}ndieation in 
Mareli tliis year appeared to have fallen ofT a few points compared to lawt y(»ar. 

If you conijiarc Telepulsc charts in .spONSoU la>t month with those of March ]9ri<l you'll 
find that the toj) 10 shows >hniij)ed from a range of 21.d< to 18.7 in their av<»rageh 
do>vn to from 20,2 to 15.6. 

Shows that stayed in j>roduction retained their ratings status in general, hnl the worst 
slumps were suffered by the series that had no more new episo(h»8 to ofTer and where 
the re-rinis i)rol)al)ly got into a poor(»r time period, 

A major reshuiUing of audience loyalties in holly contested markets like N<»\v 
York has taken place since last season with syndication a major weapon of the in- 
dependents to hold on to ratings. 

WPIX, for exanij)le, reports stable ratings in the midst (»f a condiined networks and in- 
dependents fight that has hurl other outlets. 

The money behind WPlX's current "Blocknighl'' plan, is largely national spot in j)arli< i- 
j)ations. New buyers lured by WPIX this season include Tare\ton, L M, Philip Morris, Mile^ 
Labs, Zest, Joy, Colgate, Lipton, Borden, Ovaltine. American Chicle, Minute Maid and others. 



COMMERCIALS 



Look for the networks to get into the fight for tape commercials business — a 
switch on past policies of qnietly accommodating existing program clients with tape 
M*rvices. 

Up until recently various tape producers ha\e benevolently lent their technicians to one 
another in an eflort to get the bugs ironed out of tape procedures. 

But the new attitnde is expected to be one of competitive self-interest with coop- 
eration fairly rare — a sure sign that tape commercials has already outgrouTi one >lage of its 
infancy. 

A new Scliwerin study has come to the defense of the hefore-and-after tecluiicpie 
so frequently used in drng and remedy coninu^rcials. 

The before- and-after scored 105 compared to 9^ for other types. 

On the same efTectivenes*^ scale of 10() as a\eragc, the straight before-and-after was lo]^< 
with 121. and the reversed after-and-before switch wa^ still good with 112. hut two other tech- 
ni(jucs fared poorly. 

The two approaches that conijiared nnfavorahly were the hefore-and-after commer- 
cial that showed the product in use, with a 96 score, and least efTective at all was the 
commercial that simultaneously sliowed before-and-after in a split screen, scoring only 91. 
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trends and tips for admen 



SPONSOR HEARS 
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E\cii llic aircraft iiiaiiiii'acliiriiig l)usiii(*s& may wind up in ilie Iv specials fold; 
I ik^^iiR is talking to Grumiuan about doing out* for tlieiii next season. 

It would be sonietliing along the lines of Wide, Wide World, running 90 minutes. 



Apparentl) Madison Avenue's knack for appropriating the latest pet Washington 
phrabe isn't working this time. 

Nohody on tbe ad or marketing' .^ide bas a? }et flung the word ^^postnre*' in a trade 
speech or annoiineement. 

Agency managements bave discovered tbat stock options aren't enongh to keep ex- 
(*CHlives from siu^cnmhing to offers from other agencies. 

They now have to sweeten tbe pot with annuities, payment of country clnb dues, 
and similar fancy fringes. 

An cagerd)eaver salesman for one of the radio networks has this way of net- 
tling the agencies he covers: 

Mailing carbon copies of his hid for a piece of business to the account's chairniau 
(jf the board, president, general manager., and ad manager. 



Watch for the print clan to nrge Washington to increase the nnniber of tv 
elumnels. Reason: Tliis could logically lead to more tv networks. | 

Expected result: Fractionalizing the tv andienee by market and network to the point 
where the cost-per-1.000 is about on a level with or above print. 



Mavbe it's because of some nudging from bis board of directors or personal introspec* 
ti(^n. but the head of a company h(*avy in tv has abandoned his tendency to act like 
a (ieorge Washington Hill among liis associates and agency people. 

As a person to do business with, he's lately become far UH>re tolerant, tractable, 
and reasonable. 

^ I 

Because of the sensitivity of tv in measnring consniiicr response, the day of the 
pr()h)uged lesl for new products is, inarkctingmcn feel, on the way out. 

Once the new* product is amply and ])roperly stocked, the maniifaclurer can now get a 
schedule going (]uickly, gather h\> reaction data (juickly. and pnt the item on a national 
hasir^ iiiiK'h fa.Hler than just a few \eai> ago. 



\Mioh*saIe eliang(*s may result from a personnel screening now taking place in 
one of the bigger agenci(*s. 

'\ \iv big boss not so long ago laid down a s(^t of concepts and proccdnrcs that 
li(* expected liis exeeulives to follow minutely. Now those found unable to mesh with this 
program will \n due tiim; he weeded ont. 
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KPINTJJCKY 



1 



T E^N.]S..E S S "E B 




This is the $2V4 Billion VVSMpire . . . 
America's 13th Largest Radio Market 



No national atherlisini; cunii>ai.^n plan can be complete withoiu 
incUidint^ the \VSMi>ire . . . 

No other combmation of media can sell the nation's 13th Inr^^est 
radio market as effectively and as economically as WSM . . . 

Str(Hvi; words.*, but Bob Cooi>er» or any Blair man» can show facts, 
fi*iures and actual case histories to i>rove that WSM, single handed- 
ly, delivers a market exceeded in importance by only 12 other areas 
in these United States. 

*K.e^'z Agency iVarV;. i f'jd*', Br'^'^-^'^'rir;, De'"er^bpr i^, ]'7~>7 

WSM Radio 

Key to America's 13th Radio Market 

50,000 Watts • Clear Channel • Blair Represented • Bob Cooper, Gen. Mgr. 



)wne:d and operated by the national life and accident insurance company 
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WRAP-UP 

NEWS & IDEAS 
PICTURES 



A BLANK, MY LORD is one of the ways Shakespeare describes ratings In this Nielsen plaque 
presented to NAB president Hal Fellows (I) by Henry Rahmel, v. p. and general manager of 
Nielsen. "Mr. Shakespeare on Ratings" first appeared In SPONSOR'S "10- Second Spots" column 




REHEARSING Multiple Sclerosis song are (I 
to r) Al Lamm. WOW, Omaha; Walter John- 
son, local MS chairman; Sybil Hatch, MS vic- 
tim; Dlc!c McCord, local MS head; Joe Martin, 
WOW. D.j.'s Lamm and Martin wrote the song 



WHOOPING IT UP: NBC newsman Bob Mc- 
Cormict, made honorary chief of Blactfeet 
Indian tribe for his efforts on behalf of 
American Indians, beats the drums while In- 
dian brave Birdshead does a tribal dance 





ADVERTISERS 



>ix sli()^\> on tlu' Iv iiel^w>rks this 
tall. 

I ho iiulicalion-^ arc that it will cnn- 
linuc ll ti^ion Train. Laicnian and I ic 
(U^t a >^Vi rct. I htMc'll ho a new foinei , 
Jo/uui) Stuicato on \1>C. 

riif ii*|)lat'cincrU>: llu* Bob Ciun- 
//nVz/(s aiitl Phil Silier.s ^h<>\\^, l{e\- 
nold- would ha\e Ih'imi coiUenl to 
cMuitinuc with SiKer.-^. I)ul C\]S is in- 
liincd to call it a network run. 

Int idcnlalh . Kt'\nolds lia> quite an 
iu\ t^stincnt in conniu'i rials huill 
u round the ^erics' Iroupi*. 

(]aiiipai<;ii^ : 

• Ka>tiii:tii Kotiak Co. w ill be 

fofu>inir their camera^ on the Iv 
.screens this June. \'ia a fi\'e-consecu- 
li\ e-chi\ |)i oniotion on the lliree tv 
n(Uw oi k^. l)i>i^ncd fi)r suninierlinie 
l>icluie takinu. KiMlak's "5-l)ay 1 ele- 
rania"" (11^- 1 7 J unci will include the 
I .S.G.J. Open Coif Aww. Ed SnlU- 
ran, a 9* l-niinnl(» l)i^ney >pecial. / 
Lore Jaicx and Ozzie t^' Harriet. 




TEN YEARS FROM NOW bigger and 
better say (I to r) Walter Guild, David 
Bascom and Dan Bonfigli, as they celebrate 
lOth anniversary of Guild, Bascom & Bonfigli 
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\-*Mir\ for Kixlnk: JW'T. 

up with >()in(* nulio >]><){> for Soiilli- 

let \on licar (■(»l(>r \ in !!!u>ic. 
ojxmI I(> proinolo cohn" oxlcii^ioii lelo- 
plioiK*^, th<» cnnipni^ii breaks this 
uot'k in the .HO citirs ^(M\<'<I hy ihe 
WvW ("o., to run for one montli. 

S\ I Ml 1 1 i;i :nul l'\>r<l r nrroni- 
pii^ill<Ml tiir iiinisiKil 111 \h\ii rr- 
sp<M*l: a loc il<'in linked with a 
S3.()()0 iUMii ill a rontcM. 

Tlic ro!!te>l: " IMcturc ^ou^-('lf in 
a '.">*) Ford," do-iuiUMi to ><dl ila-li- 
luill» and at llio ^amc time l)rinu pvo- 
\Ar into Ford (l(\al(M-^li(ip^ to \\a\e 
llicir picluH's tak(Mi l>\ plioto(l;i^li. 

TIu» ronhvt on(l> 1.'^ \pril. J. W al- 
{v\ riioinp^(»n. which ha^ Imih a*- 
rounl>. devel()i)od and >la^od llic 
promotion. 

lOoo \ear l)r<iko all ret'ord-^ in sa\v> 
and eaniing.v. Tlio fi^nrpv: (Mrninuv 
after taxes totaled million, roni- 

pared to S9.6 niillioii in 1 9.'^7 . . . 
Thv (^o. esliniale?? that snle> 



dniing the fii^t qnaitei will total a|>- 
pro\iniatr|\ s'M) nttllion. u\) ahoiit 
20' ( from the fir^t ([iiattei of 
\\ith (Mruin^^ for the fornn-i (juaiter 
( lo-e to million. eomi)nicd to >l.o 
million for the ^ame period hi--t \eiii. 

I'et .Alilk Co. ha> eMaldi-hed a re. 
^enreh and d(^\elopmenl division, con- 
eeni rnt(vl in the eomi)ain > ( ireiMi- 
\ ille. 111. eenler. 

llin*r\ llriiieinan. fonnerh hi-ad 
of the >t. Lonis research di\ i^ion. 
will he direrlor of prodnet de\eloji- 
ment and Dr. l^iirl Lonth'r will 1m* 
director of re^ear( li. 

Strictly iMMXuniel : U. \\ Kd- 
>viir<ls, named manager of ad\(Mti^- 
in*r and >ale^ i^roinotioii for \\ e^tclox 
Division of (general lime . . . I^^ric 
^(niiigrr. appointed dire* lor of ad- 
\crti^in*r and ^ale- ]iromoti(Mi f*»r the 
.Manhattan >hirt Co. . . . .Alalcolin 
Sh^viirt, treasnrer of the (iillctte ( O., 
olerted a \ .p. . . . Sc^ nionr AlclWe- 
promoted to the newly-created 
l)ost of sale> i)romotion manager for 
the I^ep>odent di\ ision of Cc\ ( r . . . 
11. \\ illiani ('<niltlnirst. to head ad- 



\iTti^iiiij iind ^;ili'^ |)rornotii)n ;il t|,c 
>pi'idcl ( MI i>. 



AGENCIES 



\> IkmI l)t * n * \p< i tt <l on Miidi- 
*^on \\ciinc. ^ U tlii** \w(»k won 
I lie swrcp.>^l;ike.** foi* I lie S^i i Mil- 
lion \iiiericnii Vir lines ncioiint . 

\l>ont 10 ni:cn( i('N wnr aflci tlu- 
hn^inc». ( M;e :d tl)*'>i. |-\^\K. ha<i 
iiM Inded in il^ pic^eiil ition a rt f on) 
mendali(»n of an annual t\ -piiiai 
pln^ cfMitiiminii ^i)ot in the rc< i(Mi'^ 
i( ed h\ \ mci iciii. 

AhicAhiniis. Jolin Vdnins w 

lining np another m ri< ^ of ci'dil l\ 
special- for Ft>nliae (hiiin lli*' 1*).")9- 
()() ^cavon. 

INmtiae*-. other air media ,)lauv f,ii 
the coniin.!:: -ea-(ai ai(^ ^till in llie 
planninjr stapre. 

Miirke l)o\\lin«r Vthinis and >t. 
(j<Mn*ics \ l\e>es li:i\e nuMired to 
frnni \dain> K* \e^ in X."^'.. Chi- 
eago an<l C \.. w ith ( ond)inc(l <innual 
l)illinir> of S\C* million. 



Turnabout — Colgate Ihrows a party for hostess Bess Meyerson of 
tv's The Big Poyoff, now in its seventh year. Shown here with her: Gor- 
Jon Gates (I), sr. v. p., L&N; Stuart Sherman, Colgate v. p., corp. mktg. 




i MEETING OF THE TV CODE REVIEW BOARD of the NAB 

rings these nnenpibers together (I to r): Mrs. A. Bullitt, KING-TV. Seat- 
le; E. K. Hartenbower. KCMO-TV, Kansas City; Mrs. H. McClung, 
HSL-TV, Chico. Cal.: Gaines Kelley. WFMY-TV. Greensboro. N. C. 





/HAVE 

tfOmiNG ON 



ROLL OUT THE BARREL: That's what WHK. Cleveland, did to intro- 
duce "Strat-O-Phonic" sound — with, of course, these models >r\ t*^ m 



Now oflicor^: ^tarlley Ke^cs. who 
\va> j)re>i(leiit of Ins n^(Ml^^ . Ikm^oiuo 
chainnan. hradciiuirlerod in 
^ork: \(laiii> roiiliiuir a> |ne>i- 
(Icnt ami ojXMati* out of \lhinta: J.d- 
ward llolTiiian, named exi^riilivo v. p.; 
MTkmI \nthoin. senior v. p. and cre- 
ative director : 'llionia:- Dixcv. ^ellior 
V.}), and >e4U(^tar> and Jack llai(h, 
st'nior v. p. and general manager. 

The \tlanta olfirc* of P)nrk(* 
ling \dam> Mill continue imder that 
name. 



a*;oiieics: T.ee IVer. fornierK 
operations and proj;raming con>al- 
taul to KSllO-TV. Las Ve^a>. lia> 
formed a nvw ageiic) : A<n(M\ Vvvv 

Associalos* at oiO We>l Kcno 
Lant\ Las Vcga> . . . I^iclu Uryaii 

(Inrtis, at 50 Kasl 12nd Street. 
Now ^ ork, with Uill llich a^ ])nvi- 
dent . . . \\ ilhnr-Cianirio and the 
H. E. Ueeknian Co., holh in \c^^ 
York, have iii(^r<ied to form Vi ill^ur- 
< jaii^io. Beck man \' Packard, 
Inc. \vilh TIarry Beekuian. chairman 
and Joseph F^ackard. pr(\^ideiil. 



Tiv* fAmi 






Oscar Mayer's 
dollar buys more 
on WKOW 



. . Our 75th Anniversary 
sales campaign on WKOW 
^\\as made e\en more effec- 
tive by the com]:)letc and ag- 
gTessi\e nierchandising help 
provided by WKOW's Mer- 
chandising Director Jim Mil- 
ler. His calls on grocers, his 
success dis])lay installa- 

tions and his thorough cov- 
erage of the trade ^\Mtll mer- 
chandising letters added im- 
measurably to the selling im- 
]Kict of the cnni]:)aign.'' 

Clay Knil 

Sales Protnofioii Maiuigrr 
OSCJIl M l] KR & CO. 



IVr art punid of the part xee played 
iti your 7^th aiiaieeysaYy ( eUbrdiion. 
llitnih yon, H7/rrr), Baker c' rildeii, 
hiC. for this opportunity to piox'e that 
IVKOM'll' is fir^t iti scllijii^ a haynig 
Made'^o}} and :ioalher}i Wisron.sni. 

Weil 1 loved 
General Manager 
Reprcsentrd Xationally hy ] I eadh'y-Reed 
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RADIO- 10 KW-1070 



Ajicncy appoiiitiiiciits: American 
C)naniid Co.. for its institutional ad- 
\erlising, to EWK&K . . . American 
Silicone Co.. Denver, for its adver- 
ti>intr and prodnct development, to 
(^iiiiiiiii^liaiii <S: WahNh. San Fran- 
cisco . , , Tho AuloiTiolive Division 
of Gongh liidu>trie>. to Carson- 
UolxM'ls, Jiic, Los i\ngele> , . . Os- 
row Products, for its new Wash '\ 
\\\ax aiilo deterprenl, to Sniilh- 
(»r(HMiTaiuT. \ew York. 

Winner : Jack Fcnnell. of William 
i^:^ty awarded a vacation trip to Las 
Vega> ami IhdlvM'ood for his win- 
ning; sloiran in the KRAK. Sacramen- 
to-Stockton contest. 

On ihe pc^rsonnol froni : ATherl 
l*eleava<i*% formerly assistant 
and media supervisor at Ted Bates, 
join> Do) le Dane Bernhach as media 
director , . . Ra\ Maiier, a ^.p. and 
nieniher of the hoard of Geyer. 
More}. Madden & Ballard, appointed 
creative director . . . Norman 
Frank* director of radio and tv at 
l>ynn Baker. Inc.. \e\v York, named 
a ^.p. . . . i*ainela Wood, to v.p. 
and copv director of Silton Brothers. 
Callaw ay. 1 ne.. r)0>ton . . . Jolm 
WiUiaiiK'^ leave> Cunningham & 
Walsh, where ht* wa> senior to 
join ITendersou \dverlising. Green- 
^ ille. S. C. a> v.]).. (Meatl\e director 
and memher of the e\ecnli^e com- 
mittee. 



FILM 



AIoulli^ of iK^gDtlations l)el\u^<'ii 
llie Hii(*keye ('or poralion and 
Trans film (Mided la^l \\cek in jsuc- 
ec^ssfiil arranjicnienls for an ac- 
(|iiisit ion ]>y iiicmns of a stock 
iransfcM*. 

It is reported that S700.000 in 
liuck<*ve slock went to "^rransfdm as 
it> outlay for the ac(piisition. 

IhickcNcV holdings in tv already in- 
( lu<le Flamingo Films. Pyramid Pro- 
(ln(iiMn> and >onu* film j^roperty 
riglil>. 

Mo\e> hol>t(*ring Buckeye holdings 
la^l week with hroadcast ^etcrans in- 
cluded lli(* hiring of Alexander 
(SandN^k Stronacli as sales ^^p. of 
i-'lauiiniro. I 

^ I 

hitcM'iiatioiial sales: I'remanlh^ of . 
Canada r(^ports a [ hillings in- ! 

< reasc for l*).")?) o\ c\ the pre\ ions 
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WKOW 

MADISON,WISCONSIN 



Hot Springs, Ark. 

Pop. 33,800 

is larger than 

Midland, Texas 
Pop. 64,700 

in General Merchandise Sales 

La Crosse, Wise. 
Pop. 79,700 

in Drug Store Sales 

Sheboygan, Wise. 
Pop. 91,900 

in Apparel Store Sales 

Ask Us "Why" 

KBHS 

5000 watts at 590 kc 

113 Third St., Hot Springs, Ark. 



The Kiulio aiul Tt*l('\ ision 
Iv\*H'iiti\ (^^ S(»(i(*t \ ror- 
(lialK in\ Iw*^ \(»n to a >\)v- 
i'\d\ luMU'lit |KM*t(»rinancc 



fiivliit 



nuiMcal 



DESTRY RIDES 
AGAIN 

Starritii; \\u\y Griffith and 
hohne^ (ira\ on Thm>- 
(lay c\ criint;. \|)ril .'U). 
l*ro( iio to snj)poit 

th(^ man} r(lu( ational and 
>(M \ i( actis iti<s o[ thr 
IM bs, 

or \ < nir i c > i \ a I imi - 
w I lie 

PTES 

Biltmorc Hotel 
New York 17, New York 



m\it: FniiKnUlc now c1i^tril>nt<'^ .'fi 
luilf-lionr i-oiic> in M countries 
annul*! wliicli iit w t(M iitoii('> iiu lu If 
I'oland an<l r>ra/il . . . Zh 's Bo/J 
I eiiiure to markets in Mexico. 

\ii>tvalia and Fii^^laiid . . . Vl>(] 
ImIhis signed Meci MiGruic to \us- 
tralian >tation> and People's Clioice 
to Japan . . . Mieldon lle^nold.s 
eiaiiii> a oiie-slol price of ^T.oUO fov 
Kerliii -^ale of Heilin-prodneed pili>t 
<d Appoiuiinent \l iih fear, 

Donie.siic Ollieial 1 ihn^' The 

liiir ^/,>n .M)Id to \\M-:\\ /l\, \eu 
V(n k and W R (^T\\ W a>liington 
. . . Kepis l ihiis iepovt> Lu\> on eui- 
rent Crusader Rahhit >eu(> total '^\.- 
loO.IKK) witli nio>l recein pacts to 
WIU. .\e;v \ork: K1ICV.1\. 

l^(ts .\nf:ele^; \\'G\L-I\. J^anca>lev. 
and \\1 VIK Durham . . . \IiC Filni> 
li>t'- 10 new markets hn) injj; \nni- 
\er>ar) l*aekape l!riti>h featnre iilni>, 
|)ln^ tlie f*)llo\\ iiiL' sales on '2h Men: 
(alilornia >pva\ for KKO\-T\. ^an 
I ranci^eo; l\u>l-()leuin for W ( K 1 . 
Xhami and W lb[ -T\\ New Orlean^: 
l*uiina Healer.-. W\ \ O, Oltuinwa: 
Tlinndei hird ( arpet-. Kl\' \-T\ . 
^ nnia; ^cliond)ur;^ .leweler-, W IlliL- 
1\, C.oluinhns, (»a.. and to station 
KM 1-1 \. \rdm,ne ... I \ V re- 
ports featme illm and eartiton >ales 
to lo stations. 

l*r<)»:raiiKs: Bernard L. >clnd)ert 
casting fen Hov Pioneer . . . Ah s. 
Olenn Mann lia^ formed a new radio- 
t\ -fihn jtaekagiiig liou.-e ... 1 (m1 
Lli>\ d lia> aetpiiied l>ruadra>t and 
>cr<'en viplit> to itdiic. 
I* r4» 111 (> t i <> II : ( -onnnt ndation for 
(Al**> tUichi serie> lia\e hem re- 
reived from I . >. ><Miator I>arr\ 
(Joldwater of \ri/oiia . . . \1U l''ihn> 
star Cleo of The Pe()ple\s ( lioire will 
appt^ai on National I ul^erenlo^i^ \>- 
soeiatioii |)o>ler> thi> >nnnner. 

(.oiiiiii<M*<'ials : Sluddon \<^in<\> vr 

joins Dejdeto l ilni> a> an execntive 
|)rodueer . . . 1 1* \ |)ropo>al> made 
to I nitctl Steiii( \rti>ls Local o29 
were rejiM ted 1)\ the union la>t week 
. . . \liteli Leisili. head of Mum( 
Maker>, (^ariu^l a perfornnnn-e fi'c foi 
hi^ special efTeet^ whittle in a Praise 
eoinmeiriiil souinl trai k t lirouph 
K 1- . 

Slri<^ll) p<'r>(>iiiud : I 'i <h1<m i<*k ja- 
e<>l>i will head the vadio pre^^ sec- 
tion of tilt* National 1 dn( jtiou \>so. 



eiation N<^\\ York ofliee . . . NT \ 
named Kiiri I iijjier as lairopeaii 
sales manager and -M<»hiii j. K<1<»1. 
>l<Mii a< Latin \inericari manager 
. . . Laur<»ii<M* L. i> national 

ace<niin exeeuti\e foj- JTC . . . Art 
lir<^<»<*li<M* named inidw(^stern sales 
niaiKiger for (^flieial Film> . . . Leon 
IN^'k to p(»^t of NT\ assistant couip- 
trolK r . . . Mrs. Sliii l<\\ \:iii Sickle 
i> l''ilm>' new fdm trafTic man- 

ager . . . Ilowanl Kaiiy a])pointed 
director of iuternatioual business re- 
lation> for ('!>> station^ di\i>ion. 



NETWORKS 



What might mdieate that sports leh'- 
casls l<Mul to <Ira>v more p<H))>le 
to a s<»t than th<» a> <M*ag;<» pro- 
gram is a >tud\ ju>t completed in 
eouneetion with the Jll Star Golj 
>hoir on \1K: T\. 

\hout Lt)(H) known \iewer> of the 
*how weie polled hy po-tcard on the 
rmiidier of pe<jple w ho. as a rule. 
wat(di it w ith them. 

1 h(^ leturn wa- 75 and the an- 
--wcr^ carne out to an a\erage of LO 
>i<»M<*rs pvv s<»t — as <'oiitraste<l 
Mith a 2..*i a><nag:c for all l^pe.*' 
of i>ro«;ram5i. 

Another stu(h re\ ealed that the 
show gets an andi(^nce of around 75 
> i<^M<M> p<»r-<'oiiiitr}-cliih-|)er-Sat- 
iir<lay. There are ap|jro\iinately 
5,()()() such clnhs in the L . S. 

/// Star (Jo/f has heen renewed for 
next '-(\i>on h\ Re\ nohL and ^Hller 
High Life. 

I 

()th<M* sports iiot<vs : 

jVrrow Shirts ( Lenneu ^ NewelL' 
will spoiiMtr the nine coast -to-eoasl 
li\e \C \ \ foothall gaunv \ ia \BC 
T\ tlii^ Kail, calling for the hirgesl 
atl budget in \rrow > hi^tor\ . . 
lMiilH<'s (agars ( W ernien ^ Schorr! 
has one-half of the \\e(>k("nd iialioira 
teleca>t> <d Ahijor Leagui* lUisehal 
\ia M>(' T\, wliih* Auhan^er 
Husidi Krardinn l ha-- oru^-half of tb< 
games in the Midwest region: Ma 
ti4MKd nr<M\iiig ( W . W. Doner) f<> 
onednilf in the Southeast: and (fOik 
s<M^ lin-uiiig: t \lar>halk Pratt* 
one-tpnn lei in N(w\ ^ ork ^*tate. 

vnc 'L\ V ;i<M'iiiiiiihitioii <>r i\<). 

I>hie<»s p<M* hair-liour l)<*tu<*r 
7:»U)-I(h30 p.m. s<*\<Mi nightji 
\\<M»k eontiiuM'S on th<* iipsMiii* 

lhM(**s liow tlioe 12 half-hoi 



GO 
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iiiiiiiI)(M* *>f fii-^t^ liirk circoidiri^ 
{o the rii>t Miiicli MrUni: 

M'TWOKK MMttll P^V) M\UMl I')-')!) 

\iu: r\ ii: n 
ens TV 12 ir, 
Mu: 'r\ 12 u» 



I 



\<*l\\<n-k t\ lMisiii<'>> : I laroM I , 
Ivitcliit* (l\\Kf, for i):ii'ticii):iti*)iis, Ik*- 
jiiiuiiii^ tills ucck, on MU. 'Y\ > (^oli 
./J . . . Tlio \r<{\v Co. (I>i\an Iluii>- 
toii I , Staiulard IJi aiuN i i and 
The l)i\io Co. M licks \ Crci-ti. for 
hntimo ^lio\\s \ia \\ totaling 

■^'^ niillioii in gro» l)ilHn^>. 

.\t»t\\<nk r;i<li<) liii>i!i<'>s: ro]>>i- 
C!ola (K^I*]K for House Party and 
the **lini)a( t'* plan and Kcdili-W ij) 
(l)*Arc> I. fo! Arthur Gotljrcx. both 
on Cn> . . . I* i\e \\v\s nd\(Mti>oi> tlii^ 
\Ntvk. for \HC: l]<Mi-Mont Vi\\sqx>, 
Inc.. l*ci)si-("ola. Pcrkin^ ni\ i^lon of 
(^.cncral F(»od>. The .N holl Mf^!. ( «>. 
\m\ I . >. IMuirnuical (*o,. plu^ 52* 
\\cek rtMicwals \)\ Mid:i>. Inc. and 
Oral Kohcrts K\ an*reli>tlc \>socia- 
ion. 

iNctuork :illili:iti<iii>: W HIA'-TV, 
Kockford, 111., to \IH: T\ a pri- 
tnan alUIiatc . . . W K> I . Neu Ca>tl(\ 
(^a.-Younirstou II. 0.. to \I>C Kadio. 



rhis;i "n" <I;ita : 1 he Peter LiutI 
/W.s weekday 1 1 ;:^0.12::^0 <Uo\s 
ea\cv AIU: TV 10 \pril. tn he ve- 
)Iacd I)\ the Buddy Ueane >hou 
< nooii.l :00 ]).in. I . \n(»thcr nc\\conier 
>n AI>C I \ s da\ time lineup: Hie 
rdle Storm Show, to dehut 1.) \prih 
'?:30.3 p.m. . . . Kudo: Dick Chirk. 
>f .\nC T\ V Imerican B(in(l'>tand, 
\ill rerei\ e tlu* 12th annual award (»f 
he Philadelphia (iuild of \d\ertisinir 
den for "distinjiuished arhie\ cnient 
n the t\ field/" 10 \pi il at the Drakt^ 
lotel. 

Mrirtly p<M*.^<>iiiiel : llnr<»l<I 

lanied director of da\tlnie >ale^ for 
\BC T\ . . . Charlo SkmiiIk rjr, to 
|>. in cliargt* of information :^er\ ice^ 
t>r ens T\ . . . K<h\ar(l \\\v\v le- 
oins I \' a^ an account execn- 

\\e . . . \<*\s<dl S<di\\iiK to the \\e\s 
losition of dir4Ttor. produ( tion ^ale^ 
or (.l)S \\'^ Opel atioiiv de[)artm(Mit 
. . Holx'rt (iridH". trade news edi- 
»r for \I)C ^ince 19.').'), nio\ t*^ to 
\Vi 27 \pril a> director of ])uhlic 
(datioiis. 



RADIO STATIONS 



I lie .*^atiii'4hi\ L\i*iiiii;: To-^t ran 
ill tlir<*<' iii>talliii<*iit> tlii^ iiioiitli 
an arti<d<* scri<*s hascd on the 
\\'e.»^t infill oil. »<e .stations' \ii tohi- 
ourapliv: \\\ loiad to Crime. 

The ."^I!!* writer cidled Iil^ mateiial 
from the ta[)e of the fix e hoiii h 
-hows which lan on the ^-tatioiu^ he- 
tweeu 2;^2T March. 

No |dii^> t'oi* tin' <M>nip<'titi<Hi : 

KI)A^\ Santa .Monica. Cal., lo- 
mo\ cd from tludr rec(»rd ^(liednlos 
the **77 >nnM't .^trii>.' "\la\erick ' 
and " Theme I'roin Pett^r C^iiini" rec- 
ords, hecaiisc. aecordin^r to «i(MUTaI 
manajicr Ir\ l*hillii)>: 

**TIi(^ >tatioii is takin;: the l(*adci- 
^hij) in foiling: <de> <m* \\ pronio- 
ti<iii men \s\\i\ \\ve .*^<M*kin<: to 
innlio to hiiihl tlndr <»w ii slio\\> 
lip." 

Ih* a^ked: *A\ h\ >hould radio do- 
nat(* t(Mis of thou>aiuU of doIUiv^ c\ - 
er\ iinnith to hnild np a comjictitix e 
media ? ' 

11<m*<'\h how a 1 l<nl^t<Ml ^tati<lll \> 
to pi*o><-^ that not all tc<*n- 
a*ji<M*s aiM* <l<din4|inMit : 

KXYZ \\ill (h*\'ote a new>ea>t a 
thu to a teen oriiani/ation : Ttvn 
\e\vs \ssoeiatlon. ItHMi reporter^ 
will air \'eus By Teens F(*r 1 eens. a 
niiuh)W n of thi' headlines from the 
hi<rh school tampuses. to he followtnl 
h\ iienoral uc\\>. 

l<Iea^ at \\<M*k : 

• \ hit of Irtdand: The fm^ win- 
ners of W IJostonV *■ Irij) to 
I rekind " contest i etiirned from the 
laiul of the shainrotks last week after 
sjx'ndinir si\ da \ s tourin»r I )uMin. 
\i(^w'inii tin* St. Patrick's l)a\ parade. 
th(; I\aih\a\ Ciiji Matcht\^ and South- 
(^rn lr<dand. The "win I would likt* 
to spend St, PatrickV I)a\ in Irt*- 
land" contest drew -oine 14.000 on- 
ti i(^-. 

• W( IM>. ( inciimati. luw a new 
idea for it- newsiasts: lla\ in^ir the 
ptM>])le nctualh imoKed in tln' news 
jli\e hiief tajK'd re])oit^ oi it^nction^. 
I licM^ arc aired alonii with the reiru- 
lar news( asts. 

• Uadio alerts a hospital: WK^. 
Oklahoma (at\. olTerini: S2.'> w(M'kU 
for news tips, was the fir^t to reetMxe 
a call ahoiit a i)lant accidtMit, Before 



WHEELING 
TV 

MARKET 



One Station Sells Big 
Booming Ohio Valley 



NO. 11 IN A SERIES 

ALUMINUM 




Right In the heart of the prosperous 36- 
county WTRF-TV area is the massive 
aluminum rolling mill of the Olin Mathie- 
son Chemical Corporation at Hannibal, 
Ohio. It will reach full production this 
year with a yearly capacity of 120,000,000 
pounds of rolled aluminum products, such 
as aluminum plate, sheet and coils. The 
thousand employees are a vital statistic 
for alert advertisers in the WTRF-TV area 
where 2 million people have an annual 
spendable income of 2^/^ billion dollars, 
an area where WTRF-TV influences buyers 
In 425,196 homes. 

For complete mer< hanJ.i:>in a, srrvice and 
availabilities^ < >/fl Hob f ' r^fi^^on^ I P 
and General Mgr., at C h4ar 2-7777. 

Nof/ono/ Rep., George P. HoUir^gber/ Compony 




Wheeling 7. West Vo. 

316,000 wads Nj^Duul 
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;iirin<j the (Ic(ail>. station r;ilI<Mj the 
city Ii(»^j)ital to nlcit tlioiii aJxml it. 

D.j. t<»;ir^(»r>; In ;i nui\r lo j>r()iiiot(» 
it> lu w a.j.. K(I J?(m1J), \\ 'V\{\ , Al- 
l>;iii\ -Sclu^iK'dad) -'I'ro) ran a ^atiira- 
lion leader t amj>ai<ni on ii> own >ta- 
tioii, and its ('oniju'liinr, W PTJl, su) • 
ing ''Ilfill) i> <*oniin*i'* . . . KIOA. 

AJtiinc--. i> ^oiii*: wc^lcrii: TJialV 
tht ica>(T ('anipai^n us(*<J l>y iJic ^ta- 
lioii s|>oi> and sandwich man 

\\alkinji the streets lo Iiiglili^dit the 
r(>niiii^ of its new <Lj.. Lee \\ <^stern. 

iM»te>: \. il. \h)r>e Co.. 
iJoslon food hv(>kei>. f<»r U)-ininiiles 
dail) of PfisnlUt Foitesifue ShonriKsc, 
\ia \\ KKK JitK-ton . . , Ze>ta Saltine 
( raekers, iIk fn>l elient lo jncsent 
slerco annoiiiietMiieiil!- tui (ornital in 
Sten-o. \\\SH. \thinta. 

M;iti<»ii inir<-lKi.sr-s: I'he llttehesler 
l]roadeaslin*r (]<».. lie(Mi>(M'> of 
W HVM, to die State Hroadeastin- 
r.o., for >:i:)().()(H). hrokered hy Allen 

Kaiider .V Co W IITH. Talhuh-a, 

\Ia.. to Kadio \hd>;nna. I n(\ for 
^IMOOO. l»rokeie<I In Paul IL (diap- 
nian ( !o. 

KihIo: W ri'K, XHunn SeluMieetady- 
Troy, awardt^J 1)\ iJie National Head- 
liner ('lulv for pnblie s(M'viee h\ a 
loeaJ radio station. 

^tatitiii st lift ers : Liontd Hu\t<M\ 

\.p. and niana^inji diicelor of \\'II>0, 
J*hihulelphia, named direelor of ra<Jio 
optnation- <»f Storei Jlroadeastin*.^ ('o. 
. , . Don Ke\o. in addition to \ .n. 



in eJiar^e of national programin*;, 
eh'( ted assistant to the pi<»^i(Jent of 
the MeLendon (!orj). . . . IMiil 
hi II. promoted to prf)^i am director 
for K ALL, Salt Lakc^ Cit) . . . Hich. 
;ir<l Kell(n\>, to operati<nis mana^^er 
in ehar<;e of jtro^raniin<i at \\ PD(), 
Jaeksonx ille , , , Liiri'}' (hooper, lo 
J>r(><rrani director and i'iinl J)<ui«:- 
hi!»s^ >al('s <h'\ *^lopm(*nt ninnaj^er at 
K\J()\, St. J.onis . . . W illhiiii 
S<'li>\iirt/,- to program niana^rer of 
KDKA, I*itlsJ)nr-h . . . Hoy 
Schwartz, to the additional j)ost of 
program manager at \VI JiG. PhiJa- 
delphia. 



REPRESENTATIVES 



(]HS I A Sj)**! Siiles liii.-^ a new ai<l 
for lui} <'rs heekiiig; .soiin* tfinek 
\su\ to fi*riire eiiiiinlat'ive audi- 
eiices. 

JJascd on av<M'age ratings for thr(H* 
C\)S statittn^. thf rep firm has puh- 
Jislicd nighttime and dajtime eume 
charts. 

'^I he former show s one-and-four 
week eunn»s for one to *Mght Clas> 

\ \A- \A** spots. The Iatt(?r sh<nvs 
^imiJar cnnio for three to -^6 spots in 
Class time. 

Set up t4» inhise iiihI iHliiiniLster: 
ILK Tv. Jne.. and H-H KeiKS Inc., 
ha\ e organized a niaiiajreiiKMit <'<nn- 
iiiitttM' to devote time to j>lanning. 
extra services to stations and adver- 
tisers, administration and review. 
KIect<MJ to the ('(Mnmitlee: Frank 



ileadley, j)resident: Frank i*ellegrin, 
v. p.; J)wight Heed. \.\).; James Als- 
juuigli. V.J).; John Hradle}, midwest- 
em tv sales manager; Harold Lind- 
Jey, v.p. ; Hal CJiase, San Francisco 
manager: and Avery Gibson, director 
of researeli. 

Appointment : W KMi I. J)etroit- 
Dearhorn, to KiJward Petry Co., ef- 
fective this week. 

I{t*[> firms on the iinne: Broad- 
cast '^i'ime SaJes. to new olJlces at The 
Penthouse, Madison Avenue, 

\ew ^ ork . . . (Harke Brown Co., to 
Suite L^(*7 Southland Center. Dallas. 

New p<M'soiiiiel a[>[)ointnieiitg at 
The HoJIing ('o,: G. Richard Swift, 
executive v.j). in charge of t\ sales, to 
president of the [\ di\ision: Henry 
O ssein, to \ew York sales manager 
for tv; G. William BoJIing, JH, to 
v.p. and assistant to the president, 
and j»resident of the radio di\ision; 
J^Io} d Haskopf. to .New York sales 
manager for radio. 

-Alort* about peoi)le on tlie mo^e: 
Kohert lloft'inaii, to director of 
marketing and research and Kodric 
Siiiitlu to business manager of TvAR 
. . . hVank Heazley, to the Chicago 
ofiice and Hal[»li DaiiieLs to the San 
Francisco ofiic(* as acccmnt executives 
for (^BS '\ \ Spot Sales . . . Loii 
.\elle>. account executive* in the Chi- 
cago office of Harrington. Highter & ■ 
Parsons. Inc. . . . W illiam Kt^lley < 
and Nieliolas Matlouna. to the rsew 
York ofllce as account executives for 
\m Radio Sales . . . Jolin Dra^o-^ 



WROC-TV 



Selling the Roeliester. JVexo York, market 



GREATER covFRAGc IP the tfuiving 13 county market surrounding Roctiester, N. Y., is just one important reason 
why more and more advertisers select WROC TV. Nielsen (NCS ^3, Spring 1958) shows WROC-TV continues to 
provide advertisers with considerably greater coverage of this two-channel market than its competitor... 

WROC-TV COVERAGE ADVANTAGE 

+ 26.5% 
+ 20.8% 



Total Homes Reached Monthly 
Total Homes Reached Once-a-week 



Daytime— Viewer Homes Daily 
Nighttime— Viewer Homes Daily 



+ 38.8% 
+ 28.8% 



for further information about availabilities on WROC TV, call Peters, Griffin, Woodward. 



J^^^ ^ gyMBi or stwyicr | 'X^^^^^^^^^ 



NBC-ABC • CHANNEL 5 



1 




A TRAN8CO 
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nnt*r, to iU'coiiiU «v\(»('Uli\ r in llie 
,Cliicag(> ollict* of N't'iiiiid, Uiiiloiil & 
AlcCoimclK Inc. . . . K. All:iii J:ir- 
rcll, to tlu* .Nw ^ ork t\ stiilT of 
,1»G\V. 



TV STATIONS 



Flu* VCX] >wiiit>^ iiiid will prolui- 
!)ly «:cU iiii Appciil jrrrrn 
iglit to Ix^^iii lu^nriii^s mi wlii^tli- 
»r improper prossnrcs were ^lp- 
jlicd on tluMi-]'^C<^ <^oiiiniissioii(M* 
{iciiaril A. Mack in lli<» <)rl:ni(l(». 
^luinncl 9 
Meiinuhile the VCC 1ki> dchned for 
month oral ar^iniUMit> on s])tMMal 
tearing examiner Horace SternV iui- 
lal decision hi llie Miami Cltannel 10 
ase, and the record has heen closed 

( u the redu*arinir of the lio>lon (31iaii- 
^el 5 contest. 

The Miami Chinmel l(* (Mtiy was 
equested hy the court wliith is to 
ry Mack and Tluirman \\ hitcside on 
'ribery ami cons])iraey charp:es. iso 
lal the trial carmol l)e aflecled \n' 
le FCC ])roceediiigs. 

(See W ashington \\ Cek. ])age 37. 
)r other Capital de\elo])nients.) 

line!! Sqiiiiri* eoiiK^s to V^t. 
ayiie: \VA^E.AM <!i T\^ dedi 
ted. last week, its news '"telesign" 
t a ceremony featuring CBS iiew>- 
ister Douglas Edwards. The >igti i> 
le second in the eonntr} to he o])- 
ated 1>\ a station- tli<' otltcr being 
le CBS one in Times Square. 

Iciis iit \M)rk : 

• \VSM-T\\ \aslnille. launched 
heavy barrage of ))roniotional s])ot< 
1 its sister radio ^tation and on 21 
dio stations in the snrronnding 
ea to h\])o interest in its ne\\- tv 
wer. The eain]>aign, to ^<•ll the sta- 
)n's more poweifnl signal and 
Sarer ])icture. \va> kicked ofT with 
combittation of s])ols o\er W'SM 
d ads in local pajiers. foHowed np 
' saturation spots on other station> 
to total l.r)oO o\er h\o weeks. 

• The S20.000 idea is now bearing 
Jit: Last year, \VKKC-T\\ Cin- 
lati. liehl opeva auditions and i^ent 
lit winners to Italv for lessons, un- 
r a grant from Radio Cincinnati, 
c. One of them. Hoald Heitan. has 
^t been signed h\ iho Metro])olitan 
)era Co. So lhi> \ear. the lO.'^O 
diiions for a simihar entcr]>ri>e is 

ilting oil to an cnthnsia>tie start. 
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• With their <-oin])linien(s : K I^TV : 
Omaha, is olTering \iewer^ ngain tbi^ 
\ear an a]>])reeialinn gift a ])aek<*t 
of giant (labb'a-llow ere<l mi\ed-ei)h)r 
/irniia se<Ml< free, w itb this note at- 
liiebed: "Tor \our Uj\al \ i<*w ing. here 
i> a snnunei llowei fr<nn ns.*' 

ThiMi <hil:i: WIAV-I), Da} ton, 
marking its lOtb aitni\ersar} tbi> 
month ... A. II. <]lirisleiis<Mi. nd- 

\ eiti>ing and sakv promotion man- 
ager for KPI.\. .^an Fianeiseo. the 
winner in AIJC T\''> "O])eralion Day- 
break'" ])r()moti()n contest . . . I>n>i- 
m*ss note: Serta Mattress Co. (Keach. 
McClinlon 51 Pershalli. for weekly 10 
]).m. newscast on \\\NI$0-T\ . Chi- 
cago. 

Add rniuloiii note.^: 
KOCO-TV- Oklahoma City ])la>rd 
host to sonu! 300 {\ technician^, di>- 
trihutors and their families \\ben they 
o])ened the door> of its Tv City for 
the Tetdmicians T\ Va\r la>t: week . . . 
Another o]>en hou.^^e: At \\"CSII-AM 
4S: TV, for 200 gue>ts. to e<debate 
cf>m]iletion of renowalions . . . \nni- 
\ersar\' note: KFI$H-T\\ (^»r<\at 
l-'alls, Mont., marking its fifth year 
this w<*ek \\ ith a sjjecial li\ e telecast 
featuring salutes h) Congressional 
members, network personalities and 
])id>lic officials. 

Kudos: \VS(>C-T\% awarded the 
Allstate Safely Crusade c<Ttif»cate of 
C(^mmendalion . . . KM()X-T\", St. 
Loui.*. ])re?ented \\itli the Mandi of 
Dimes award for its 16diour telethon 
. . . \\'1$K(M \\ l>irniingliani. cited 
\\illi the Department of \rnn \\vanl 
for its work in "fostering better uii- 
derstamling of tlu* I . S. Arnn role in 
onr national securit}. ' 

Slrielly personnel: I^nwrcMiee Cn- 
rino, appointed acting manager of 
\\A\ L-1\^. Xew Orleans, during gen- 
eral manager Howard Sunimer\ ille's 
lea\e of absence . . . '^IVil Kii'lie- 
son. named national sales manager 
for KUEM-\M & TV, Spokane . . . 
Jim Oshorn. sales manager of 
W'XIX, Milwaukee (Which goes dark 
this \\'eek). rejoins W CI)S-T\ . New 
^'ork as salesman . . . Sli'riing 
\Vrig:hl. to ])ro<luctioii manager and 
assistant ])rograiii diiector of W SOC- 
TV. Charlotte. \. C. . . . J:iek Dan- 
i(»ls, to account (*\ecnti\e for \\ AllC- 
TV. Xew ^ork. ^ 




Nearly of Oregon's 
buying families watch 

KVAL-TV 

KPIC-TV 



The only clear picture in the 
Eugene - Springfield - Roseburg 
market is on KVAL-KPIC. One 
order to your Hollingbery man 
or Art Moore and Associates 
(Portland-Seattle) covers both 
stations. 



KVAL-TV [ugene 
NBC Affiliate Channel 




KPIC-TV Roseburg 
Sot«nu« 



Channel 4 





says Tom Garten, Sales Vice Pres. 

WSAZ-TV 

HUNTINGTON, W. VA. 

How do voii program a show to be 
best in its time slot? WSAZ-TV 
answers that with the Spinach 
Playhouse. The results thev get 
with POPEYE and WARNER 
BROS. Cartoons are '^fabulous", 
according to Sales '\^. P. Tom CJarten . 
"Our Spinach Playhouse ouf- 
pulls both competitors in two 
time slots. We get ARB ratings 
like 29 J vs. 75.0 and 8.0. Only 
recently our A/t.C. offered club 
cards and pulled 7,000 re- 
quests in just over 2 weefcs." 

And WSAZ-TV finds that as high 
as 38^^ of the Spinach Playhouse 
audience are adults! No wonder all 
types of sponsors are enthusiastic 
about POPEYE and WARNER 
BROS. Cartoons. They build and 
hold program loyalty that quickly 
becomes product loyalty. 

Giye your station a best-in-its-slot 
program with POPEYE and 
WARNER BROS. Cartoons. It\s 
a sure-fire way to snag sponsors 
and keep them. 

LI I I 

UNITED ARTISTS ASSOCIATED, inc. 

NEW YORK, 345 Madison Ave., MUrray Hill G-23?3 
CHICAGO, 75 E \V:irkcr Dr.. DF^rbi-rn P-P'^ia 
DALLAS. 1511 Bryr. St. Rivn i-'^. ]■?'.■ : 
LOS ANGELES, 0110 ^uH' - tBlv J., tR-.U: 5^ 




l)al\ Iia.- IxMMi \\ illi tli( 



Richard C. Butler j(>in> L<^\cr Bros, this 
week a> broadcast nuMlia nianajier. He is 
pH^scMilh an accounl oxrculive with A. C. 
\i('l>cn Co.. handling networks, advorlis- 
vY> and agencies. r>ulI<M lias been wilh 
\iel.^(Mi i-in<'<' 1017. >larting as an analyst 
in die rex^ardi firm's broadtasl <li\isioii. 
I le obtained ill at jxr^ition shortly after 
graduation from Davtinoudi College. Also 

Daly, to as>i>tanl ])roiTdra>l media manager. 

Lever nr(>s. Co. sin< VJ'yl. as a media bu\er. 



Thomas McDermott, \ .j). in ebarge of 
radio and tv programing, and a member 
<tf the board of lu iilon 6^ Ftowh^s. ha^ been 
eleeted a >enior v.p. He joined th<* agency 
in 1012. working in the radio <]<^partmcnt 
inilil the a<I\(Mil of t\. In lOllJ he b(*<ani<" 
l)nMbi<'lion >npcv\ i>or. and a }enr later. a>- 
^i^lant lo llie director of t\ an<l ladio. 
McDernioll was ehM'te<l \ .p. in 4-barg<^ of 
ia<lio and 1\ progvaniing in lO.").'». and became a ni(Mnber of the board 
in He h:r> Iir> It. \. and \Ia>ter> <b*s:rc<^ from Manhattan Collese. 




L % 



James H. Ferguson, Jr., has bc<Mi elected 
\.p. of >abv for the ^pringfKdJ Tv Broad- 
casting (^>r p. ])re\ iou^b was general 
>ale> manager for the Ma^sachu^ett^ coni- 
pan\. I*ergn>ori joined the group in 19o3. 
\y M ^wlb the !n< < ption of W Wdd*. Prior to thi^. 

J^^P^^ k be \\a> a^so( iat<^d with se\eral New luigland 

radio >talion>. hi hi> jireseiit p<^sition. 
r<Mgn>orr> o\cr-alI >nles n">ponsibiIit\ in- 
rhu]r. \\\\hr-T\ . .'^piiiigfiehl: W Kld^lX . Ibattleboro. Vt.-Green- 
liebb \la>s.-Kccnc. \. 11. and \\\\()K-T\. \Voree>t(M. Ma>s. 



William C. Hunefeld, Jr., hi\> been 
named manager of tb<' bos \ngel<N oflice of 
T\ \<I\ (MMisiirg I{<^ps. liH* He i> ciirn'ntK 
a >ale> a<'< <)n!it e\(M'nti\e for W I>CV KIM\. 
^an l- ran( i>co. I hirieb'bl i> a nati\ c of 
L. \. and an honor graduat<* of tin* (\>ll(\iie 
<tf tli(* Pncirn\ H(^ ( ritcr(Hl broadca-ling in 
I*M7 a^ a sab'snian for KIA. ( )akbiiid. He 
joiru'd KSKO. ^an rran<'i>('o. as a j-alc'-nian 
in 1**.12. and mo\(Nl to KI'I\ in I*.).").'>. 
<IiTtic> imrne<liat<'l\ willi ihr e>tabb>Inncnt <tf 



rfeid lu'gin^ 
conipari) '> 



oflice. 
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M>(tN^(Mi ♦ 1 AI'IIIL 1959 



IN INLAND CALIFORNIA (and western nevada) 





BEELINE — 

Beeline radio covers 3 of the top farm income counties in the 
nation, including Fresno County, the national leader. If you're 
interested in cotton-picking, turkey-plucking counties, Fresno 
is number two in both. For an added fillip, \here\s Stanislaus 
County, number one in peaches, number two in dairy. 

Agriculture is a big business — and a very profitable 
one. Dip into this rich market with a message on Beeline 
radio. 

Purchased together, Beeline stations give you more 
radio homes tlian an}' combination of competitors . . . 
at by far the lowest cost per thousand. 

H!5fc>iL (SR&D & Nielsen) 




KOHo 
KFBK 

A ■. ^, 

KBEE O MODESTO 

KMJ o m%NO 

\ \ 

KERN O BAK£f?Sfi£lO 

\ 




Cotton combine 
harvests cotton 
in the Fresno area 




Sacramento. California 

PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE 
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lO-SECOND SPOTS 




Two different selling needs 

Out of cill tlu^ iiKM^iiig^* ^pivclu^^;. j:»aii(^l (li^^ll^^M>ll^ ciirI 
corritlor ('oiiV(M>nli()ri> at the \ \H C(»iiV(Milion one fact 
(uiior<j;c(l \cY\ o\i'iu\\ : [\w two l)raii('h(»> of tlir air media are 
laecd lo(la\ willilwo eiilirel\ tliirereiil l>pc> of sales prol)lenis. 

K<'yiiol(M* liol)erl \\\ Sanioif outlined [\\ major iie<xl a> 
diat of -^ellin^ die j)td)lie on tin* fijnetion> and >erviee> per- 
formed l»v l \ . 1 li> propo>a \> a long [Ui'>c lines liav(^ been 
reftM-red for I'urtluM* aetion to a ^peeial niiH^-ntaii eonnnitlee, 
li(*ad(Ml 1)\ (lorindiian \nc>, C. W'redt^ [\*linsnnyer. 

On die oUiiM* hand il \sii> elear lo most Cliiea«;o ol)>er\xn> 
that radioV roa\ sah\^ proldem lies not widi the gentM'a] {)id)lie 
hul wiUi dio>(^ ad\ertistu> and aj;eneie> wlio^e (Mithupiasni 
for die ni(Mliuin has tlimnKHl in leeeiil iiiontli>. 

The >harp contrail hetwtMMi Iv's need for building puhlie 
i'onfidenee ami aj)j»r('ri;iliori and ratlio\ iietul for hoo>ting 
its n^])nlatioii among dio><' who j)a\ the hill> {l(*ser\<^s xM'iou.- 
('oii>id(Malion by all .-^talion and n<*l\vork ojxMalor.-. 

Hie two nu'dia ( ainiot he ajiproaelie<l in lli<* sann^ way or 
promoted with similar ttM-lniitjne^. 

Needed: a stronger radio effort 

\\ e wh(deheartedly (Midor>e the Sarnoff proposals for in- 
creasing lv"> |>re>lig{\ hilt wt* are uiiliai)py to realize dial no 
eornparahle iadl(» plan \va^ a<lvaiietMl at (]lii<*ago. 

ivadio, loo. iie(ul> a j)rogram of induslr\ -w ide j)romolion, 
ainn^l >p<'eilically and direclU at ils point i)f greale>l wtnik- 
ii(^s> il> time sales to ad\ertisers. 

1)<^-I)il(^ tli(^ ern^rgi^lie effort.- of Sii \. the networks 

and leading r<*i)re>(Milalive ^rln^. a look at ra<lioV 19o8 hill- 
ing- ill all <dar^i(ieatioiis- iiel\N<n"k. <pot. ami local >liow> 
cleailv that proeiit indn-liy prograiiKs are ina<hMpial<\ 

This is a fa<'t which rad io men mnsl face lioiie>ll\ ami 
holdU. More iinisl he doii<' for radi(» than i> being (h)ne liuhiN . 




THIS WE FIGHT FOR: J solid, fad-hdsrd 
ronr 'iction (unoni!; national odirrdsrrs that radio 
has a plarr in the Injcr 'jcan hotne ivhirh neither 
tr nor oa\ other iiicd 'min eon usurp or fill. 



Life-must-go-on-dept. From an AP 
dispatch: 'i-ong Beach, Cal. — Mrs. 
Virginia Smith <lehv»Me(I her own 
hahs without h<'l]j while watching 
teh*\isi()ii from a couch in her lis ing- 
room. *lt \\a> a good movie and I 
dichi't want to turn it off/ Mrs. 
Smith, 31). exphiinod lodav. . . /' 
Guess that ansicers the tv critics! 

Castle in the air: Imagine a rodeo 
on video with stereo racbo for the 
au<Iio! — Charles V. Ahithis. 

Semantics: Start of a ])romotional 
hotter frtmi Terrytoons — 
'^To me, rock is something that 
breaks the Iawmnow(T blades. To my 
offspring, it's the onl) way to dance." 
To us^ it's to pour scotch on. 

Banned: WKAP, Allentown, Pa., 
which had been ])IaN ing a disk titled, 
■""Leadfoot" (a ])arotlN- song on speed 
and reckless driving) was asked by a 
hical hot rod club to ''cut il out.' 
\o hot foot for the hot rodJers. 

Blue and grey: From an RAB re- 
lease — -'To dramatize the Cis il War 
th<Miie of the presentation. Mr. Swee- 
ne\ appeared on the platform at one 
point wearing the uniform of a Union 
Army general while RAR Vice Presi- 
dent Jtthn F. Uardesly donned the 
uniform of a C(tnfederale general.'' 
Careful/ Donl hum Atlanta, 

Cumulative: When a third child Avas 
born lo the Chris Christensens (he's 
with W JZ, WRC outlet in Bahimorej 
the birth announcement took the 
form of a ratings report H>ting one 
boy aililiatf. KIP, and two girl afTds, 
KAXDV and KRIS. 

Misunderstanding: A teen-age girl 
in the studio andience to Rate The 
Record on \V\V\-T\\ New York, 
wanted to know— afl<'r t\ th<'m<" Yon- 
rey Derringer was ^nrlg — who the 
girl in tlie >ong really wa>. A'«nn 
u ho? 

Add mottoes: \ couple more quote* 
f»)r thoM' hare olli( c wall> — 
"If the sohuioti '\> ()bviou>, we ll find 
anoth<'r way."' 

"I nev<M- renuMnber names, but I al- 
wa) ^ forg<"t fae<v/* 

Heading: From A'. ) . Times — 
C.A:^ to Re Spared 1\ \ds. 
St(^) pnnipciiny; the Army! 
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Last time I ever try my hand in 
Kentucky witliout WAVE-TV 

The helpingcsi hand in advertising in Kentucky and 
Southern Indiana . . . that's us. The nic^rc you compare 
balanced programming, audience ratings, coverage, cost- 
per-thousand, or trustworthy operation, the more you'll 
prefer WAVE-TV. 
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Jack Paar ^avc us his hlesshii^. 



Mil. 



WAVE -TV 

CHANNEL 3 • Maximum Power 

LOUISVILLE 

NBC SPOT SALES, Exclusive National Representatives 




INTO THE 

KANSAS CITY "GOLDMINE 

for '59! 

CHANNEL 9 

LETS YOU DIG THIS.. I 



o America's 17th Market! 

, 1,055,000 people in Metropolitan Area! 

2 Billion, 49 Million DOLLARS effective buying income^ 

1 Billion, 400 Million DOLLARS annual retail sales! 1 

"Third among all cities in America enjoying prosperou 
business conditions . . . the largest city showing outstaniJ 
ing gains over a year ago." 

(Forbes Business and Finance Magazine, December 1958) 



(\ l^:ii;ns (iHiitin 

' \VO()l)\V \Hl>, 




Sft'ike with KMBC-TV 

^ Mt)st Popuhir aiul Most Powcifiil Miition — 
3Hi.00() walls liDin "tall tower". 

^ KcatlKs 'U,112 )n(»r honu's in itu-tropoliKin Kansas C.iiv 

wiih ( Kiss A io\ctage than ntMKsi compel itoil 
^ Leads in pioi^iaui pt)|>idaiit\ . . . 
Iioni p.m. to H) p.m., KMIU' 1\' leads 1)\ 9.7*7 J* 
tuau'si (ompciiior. 17.2*\ ovot* ilu* third siaiit)nl y 

( \Rll iiiflio auM Miul> Jan., 1"")!* Mon. ihiu In.) 

ironi !1 p.m. lo 9 p.m.. k.MlU 1 \' leads 1)\ o\ei 
nearest eompeiiioi. 10.(i* owi tin ihiid station! 

f .\ u Krn u-pon. I fb.. IH )** Mon. ihni t i i. ) 

on Siinda). K.MIU 1\ lead in share of aiidiente in 20 
ol the 21 tpiai ter-luiin s between j p.m. antl 9 p.m. I 

J, 1 i\e of the top ten 1 \ shows in Kansas (at\ are on 
KMIU 1 \ \ t'.M t). u-i». I'.ivi 



Kansas C^J Smm, i, ^„ KM BC"TV 



Kansas City's Most Popular and Most Powerful TV Station 



DON DAVIS, President 
JOHN SCHILLING, executive Vlj 
GEORGE HtGGINS. Vice Pres. 1 
MORt GREINER. Manager of Tl'l 



end 



p.od,o, ,fs KMBC<)/Kansas Cifrv— KFRM^Tthe State of Kansas] 



